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ABSTRACT (ENGLISH) 
This study seeks to address the conceptual and measurement issues related to 
experiential value in consumption. In the past, consumer experience or experiential 
consumption has mostly been examined qualitatively. Likewise, consumer value that is 
related to experience in consumption was often portrayed as emotional in nature only. 
The current study contributes to existing literature by providing comprehensive 
measurement scales which account for the cognitive aspect of experiential value 
neglected in the past, and substantiates the plethora of qualitative research by empirically 
testing the role of experiential value in consumption. 
In this study, experiential value is defined as the psychological benefits that are 
obtained by a consumer after his or her interaction with the environment related to 
consumption other than the functional benefits. On the basis of past psychology literature 
on everyday life experience (Hektner, Schmidt, and Csikszentmihaly 2007) and the 
stimulus-organism-response framework (Mehrabian and Russell 1974), the 
aforementioned interaction between the individual and the environment would inherit 
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both an emotive and a cognitive aspect. As a result, experiential value would have both 
emotive and cognitive outcomes, which are referred to as the emotional value and 
intellectual value, respectively. Following accepted methods of scale development in 
psychology and consumer research (Churchill 1979; Ge.rbing and Anderson 1988), useful 
and practical scales measuring experiential value in consumption is developed. 
With the scales of experiential value established, the current study further examined 
their impacts on key consumer behavior constructs, such as consumer trust and 
satisfaction. First of all, study 6 showed that emotional and intellectual value each has 
differential positive influence on consumer trust. These influences were moderated by the 
experience context (i.e. branded shop vs. no brand shop). 
Secondly, study 7 captured the dynamic of how the environment influences the two 
dimensions of experiential value. More importantly, it revealed that while emotional 
value is positively related to consumer satisfaction, intellectual value is positively related 
to consumer's sense of well-being- an important yet largely ignored concept in 
consumer research. In this regard, the current study revealed that companies may not only 
improve their performances through the creation of better consumer experience, they may 
even enhance the sense of well-being for their customers. 
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ABSTRACT (CHINESE) 
本研究旨在探討顧客的「體驗價值 J (experiential value) 之理念，並提供其
測量的工具。在本研究中，顧客的「體驗價值」被界定為顧客與消費相關的外在因
素(例如:消費體驗的環境、服務人員等)的互動而產生傳統的「實用價值 J (functional 
value) 以外的好處。「體驗消費 J ( experience consumption )和「體驗營銷J (experiential 
marketing)在企業競爭環境中日益重要，可是至今並沒有一個全面的工具來測量顧客
的「體驗價值 J 0 面對不同「顧客的價值J (consumer value) 的定義，企業實不知道
顧客對其消費體驗的感知或如何管理顧客的「體驗價值 J 0 
為了提供一個既有信度(reliability)亦有效度(validity)的「體驗價值」的測量工具，
我們首先收集及分析了心理學及消費者行為學的文獻，並得出以下的結論:顧客的
「體驗價值」應包含兩個層面，那就是「情感價值J (emotional value) 和'{.J智








驗價值」除了能增加顧客對企業的「滿意度 J (customer satisfaction)，更能讓顧客覺
得「身心健康 J (customer well-being) 。 一方面 ， I i情感價值」直接影響顧客對企業
的「滿意度」。另一方面， I心智價值」直接影響顧客的「身心健康 J 0 
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The notion that consumers are increasingly concerned about the experience 
obtained in consumption has long been recognized by marketing researchers 
(Deighton 1992; Pine and Gilmore 1999). These researchers' work has stimulated a 
plethora of studies which examined different experience-rich consumption contexts, 
such as visiting a themepark (O'Guinn and Belk 1989), a flea market (Sherry 1990), 
art museum and exhibition (Chen 2009; Joy and Sherry 2003) and shopping malls 
(Haytko and Baker 2004; Maclaran and Brown 2005); participating in high-risk sports 
(skydiving, Celsi, Rose and Leigh 1993; river rafting, Arnould and Price 1993); and 
engaging in play (mountain man reenactment, Belk and Costa 1998) (refer to the 
Appendix for detail). Recently, studies found that people are happier with their 
experiential purchases than their material purchases (Nicolao, Irwin and Goodman 
2009; Van Boven and Gilovich 2003). 
Taken together, past research pinpointed that experience associated with 
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consumption is of paramount importance. But what does existing marketing literature 
tell us about consumer experience? Are there value that are uniquely associated with 
consumer experience? How do people obtain value from their experience? What are 
the dimensions of the experience-based value? Do these experience-based value have 
an impact on the individual's perception or behavioral intention toward the company 
providing these experience-based value? 
1.2 Overview of Research Objectives 
The purpose of the current study is to examine these questions theoretically and 
empirically and to advance our understanding about this ever more important concept 
of experience in the field of marketing. In particular, the objectives of the current 
study is threefold: 1) to gain a conceptual understanding of the nature and structure of 
the experiential value construct in consumption; 2) to develop measurement scales to 
reflect the experiential value construct that would be reliable, valid and generalizable; 
and 3) to build a conceptual model that can capture the dynamics of the antecedents of 
and behavioral consequents of the experiential value that is tied to consumption. 
1.3 Outline of the Current Study 
First, a clear conceptualization for the term consumer experience will be 
discussed and established. Then, existing work on the consumer value concept will be 
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assessed for their abilities to capture the value uniquely associated with consumer 
experience. Following that, the possible dimensions that construe the value derived 
from such experience will be discussed from both psychology and marketing 
literature on the experience construct. Moreover, the conceptualization of the 
experiential value of the current study will be proposed and discussed in terms of its 





2.1 Defining Experience in Consumption 
Consumption can be referred broadly to different stages in the whole 
consumption process: from anticipatory consumption to product or service acquisition, 
as well as from post-purchase possession to the actual usage of the product or service 
(Rich ins 1997). At the same time, the different forms of consumptions, be it product-
or service-related, as well as tangible or intangible, are tied to some kind of 
experience (p.8, Holbrook 1999). The concept of experience became an area of 
interest for marketing researchers following Holbrook and Hirschman 's ( 1982) 
seminal work- The Experiential Aspects of Consumption: Consumer Fantasy, 
Feelings and Fun - in which consumption is regarded as "a primarily subject state of 
consciousness with a variety of symbolic meanings, hedonic responses, and esthetic 
criteria." This differed entirely from the traditional view that considered consumption 
as an outcome of consumer's rational information processing geared towards a 
problem-solving goal. 
Experience was also the basis of the advocacy of an "experience economy" by 
Pine and Gilmore ( 1999). In brief, they argued that what company creates or 
eo-creates with consumers would become a memory. This memory then becomes a 
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product of its own and is called "the experience." In other words, these authors 
suggested that companies were no longer merely product or service providers, they 
also need to deliver the experience that they would like their consumer to appreciate 
their products, services, brand name, etc. In a like manner, Schmitt (1999) proposed 
that companies can create experiential marketing through sensory, affective and 
creative associations as well as lifestyle and social identity campaigns. 
Despite its long recognized role in marketing, consumer experience has not been 
treated as a separate construct until recently. A number of definitions for consumer 
experience have been identified from existing literature: 1) consumer experience 
"originates from a set of interactions between a [consumer] and a product, a company, 
or part of its organization, which provoke a reaction. This experience is strictly 
personal and implies the [consumer's] involvement of different levels (rational, 
emotional, sensorial, physical, and spiritual)" (Gentile, Spiller, and Noci 2007); 2) 
consumer experience "is an internal and subjective response" that are resulted from 
different forms of contact with a company (i.e. employee, brand, and advertisement, 
etc.) (Meyer and Schwager 2007); 3) consumer experience is "a subjective episode 
that [consumers] live through when they interact with a product or service offer" and 
"the immersion in consuming experiences as opposed to the mere purchasing of 
products or services" (Caru and Cova 2007); and 4) consumer experience 
"encompasses the total experience, including the search, purchase, consumption, and 
after-sale phases" (Verhoef et al 2009). 
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The aforementioned conceptualizations about the nature of consumer experience 
shares a number of common themes: 1) it is the outcome of an interaction between a 
consumer and a company's product, service, brand, and other touch points; 2) it is an 
internal response and subjective in nature, 3) it can take place at different stages of the 
consumption process or at different forms of contact with a company. While these 
themes delineate the characteristics of consumer experience, they do not shed I ight on 
how consumers are benefiting from these experience that have been identified as a 
key factor for success by both practitioners and academia (Badgett, Boyce, and 
Kleinberger 2007; Micheli 2007; Pine and Gilmore 1999) In marketing, value creation 
is regarded as an utmost mission for companies (Sweeney and Soutar 2001 ). 
Presumably, by creating consumer experience, companies are delivering value to 
consumer in addition to the traditional functional value. These experience-related 
value are derived from the interplay ofthe consumer, product, service, and 
environment. The next question is: what are the dimensions of the value obtained 
from consumer experience? 
To answer this question, consumer value literature was reviewed. This literature 
review was divided into two parts. First, a review of qualitative studies which 
examined experience-rich consumption contexts was conducted to identify the nature 
and type of value identified in the past. Second, the most prominent models and scales 
of consumer value and their qualities and limitations in assessing experience-related 
value were discussed. 
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2.2 Experience-rich Consumption 
As mentioned previouslv, marketing researchers have acknowledged the 
importance of consumer experience in consumption by examining specific 
consumption activities that are largely experiential. Experience-rich consumption 
contexts, such as visiting a themepark (O'Guinn and Belk 1989), a flea market 
(Sherry 1990), art museum and exhibition (Chen 2009; Joy and Sherry 2003) and 
shopping malls (Haytko and Baker 2004; Maclaran and Brown 2005); participating in 
high-risk sports (skydiving, Celsi, Rose and Leigh 1993; river rafting, Arnould and 
Price 1993); and engaging in play (mountain man reenactment, Belk and Costa 1998) 
(refer to the Appendix for detail) have all been studied in great detail. While this 
stream of research provided a fair amount of insight as to what consumer perceived as 
fun from their consumption experience, the majority of the studies were qualitative in 
nature. As a result, there is a lack of measurement scales to quantitatively assess the 
benefits associated with consumer experience or to empirically investigate the role of 
these benefits in consumption. 
One exception was a study conducted by Arnould and Price (1993) in which a 
scale consisting ofthree dimensions, namely, personal growth and renewal, 
communitas, and harmony, was developed for the assessment of an extraordinary 
experience. An extraordinary experience has a few unique characteristics such as done 
in groups, in extended period oftime, in the wilderness and physically intensive. It 
may not be applicable to more frequent consumptions, such as shopping or theme 
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park. 
2.3 Consumer Value 
In general, the word value bears on two different meanings. The first refers to 
some form of evaluative judgment; and the second refers to a variety of criteria such 
as standards, norms, and goals which are usually shared in a group, society, or an era 
(Holbrook 1992). To illustrate, let's consider the meaning of a wedding ring from the 
two conceptualizations. According to the value-as-evaluative-judgment 
conceptualization, a wedding ring can be evaluated on its monetary value (i.e. how 
much was it?) or its emotional value (i.e. it symbolizes the love between two people). 
Referring to the value-as-criteria conceptualization, a wedding ring represents a norm 
of which when people are married they would wear a wedding ring. As a result, the 
design of the ring, its packaging, the store from which it is sold, all these issues that 
are of concern for marketers may influence value-as-evaluative judgment, but not 
value-as-criteria. Value-as-criteria would be more stable and would take time to 
evolve. Value-as-evaluative judgment, on the contrary, can be altered as easily as 
putting on a different price tag or using a different material to produce. In this 
connection, the conceptualization of value-as-evaluative judgment (consumer value 
hereafter) is the subject of the current research. 
Babin, Darden and Griffin (1994) provided a very thorough review on the 
definition and conceptualization of consumer value. They identified four common 
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uses of the term value: 1) "value as price", 2) "value as a trade-off between perceived 
product quality and price", 3) "value as a trade-off between costs and benefits," and 4) 
"value as an overall assessment of subjective worth considering evaluative criteria" 
such as esthetics, play mentalities, and psychosocial factors. 
The first two definitions all considered value as a function of price. The first 
conceptualization actually treated price as the indicator of value. In this perspective, if 
you pay more for product A than product B, then the value of product A should be 
more than that of product B. While price does infer value for some products or 
services, as it is reflected in the prominent effect of branding in marketing, it is not 
always an accurate inference. The second conceptualizations echoes the phrase "value 
for money" where one simply consider something as having value as long as the price 
of it does not exceed its qualities. This contention seemed to be suggesting that value 
can only be determined in relation to price. Hypothetically, if two customers visited 
the same theme park but paid different prices for the admission ticket, the one who 
paid a lower price should obtain a higher value. But is this necessarily the case? 
Indeed, both customers may feel equally happy. Arguably, this kind of emotional 
value exists independent of the price paid. Defining value as a trade-off between costs 
and benefits provide a greater flexibility. For instance, costs and benefits can refer to 
attributes that are tangible (i.e. monetary value and a drink to stop your thirst, 
respectively) or intangible (i.e. effort cost and feeling happy, respectively) . 
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Nevertheless, it presents the same problem as viewing value in a give and take 
perspective. To demonstrate, it is difficult to formulate the costs and benefits 
associated with hedonic shopping or shopping for fun. Presumably, the benefits such 
as feeling of escape are independent of costs such as time spent. 
To succinct, the three conceptualizations discussed all suggest some form of 
economic benefits as the primary value attained in consumption. Some value, 
however, would be obtained independent of or incommensurable by tangible or 
intangible costs. As a result, these conceptualizations would be inadequate in 
assessing value that are derived from consumption, yet are not determined in relation 
to costs. 
The forth conceptualization, which referred to value as an overall assessment of 
subjective worth considering evaluative criteria recognized that benefit can be 
emanated from all any events surrounding the consumption activity. In this 
perspective, value obtained in consumption "hinge on an appreciation of the product 
[or service] for its own sake, apart from any utilitarian function that it may or may not 
perform" or any costs that may or may not be commensurable (McGregor 1974). 
With this conceptualization in mind, four different value models or scales have 
been identified from past marketing literature. Each one will be described in detail 
and their adequacies in addressing the problem at hand will be discussed. 
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2.4 Models and Scales of Consumer Value 
2.4.1 Typology of Consumer Value by Holbrook (1999) 
Holbrook (1999) proposed a framework for the classification of the types of 
consumer value that reflects three dimensions: 1) Extrinsic versus intrinsic value; 2) 
Self-oriented versus other-oriented value; and 3) Active versus reactive value. Each 
dimension will be briefly discussed. 
Extrinsic versus Intrinsic Value. Extrinsic is attained by the accomplishment of 
some purpose, aim, goal, or objective. Intrinsic value, however, is attained by a 
personal appreciation of the experience, which is an end in itself. From another 
perspective, one may say extrinsic value can be objectively measured, while intrinsic 
value can only be subjectively assessed. For example, shopping has been found to 
have a utilitarian or "work" value, as well as a hedonic or "play" value (Babin, 
Darden and Griffin 1994). Utilitarian shopping value was evaluated by whether or not 
the individual got what he or she wanted, time spent, and effort invested. Hedonic 
shopping value, however, was measured by the person's subjective sense of escape, 
immersion, and enjoyment. In this regard, whereas utilitarian shopping value is one 
form of extrinsic value, hedonic shopping value is considered a kind of intrinsic 
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value. 
Self-oriented versus Other-oriented Value. Self-oriented value are those that were 
received for "my own sake, for how I react to it, or for the effect it has on me." 
Conversely, other-oriented value are those that were gained through the appreciation 
and reaction from other people. For example, people can attach either self-oriented or 
other-oriented value from using the same product or brand. Some people may like to 
use iPod because they enjoy trying out the different functions and playing with the 
product, which is a self-oriented value. Others may use it because using the product 
made them feel that they belong to the "smarter" community, which is a 
other-oriented value (Brakus, Schmitt and Zarantonello 2009). 
Active versus Reactive Value . Active value pertains to the physical or mental 
involvement with the product, service, brand, or company. Reactive value, on the 
contrary, is received when an individual "apprehend, appreciate, admire, or respond" 
to the product, service, brand, or company. For example, while buying a pair ofNike 
shoes from the store brings reactive value, buying a pair of Nike shoes which you 
designed yourself from the Nike website brings active value. 
What type of value do consumer obtain from consutnption-related experience? 
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One way to seek for an answer to this question is to turn to experience-rich 
consumption. For instance, people engaging in recreational shopping or shopping for 
fun treasured the process or the experience of the shopping trip, but those who are 
shopping for a purpose concerned about the time and effort spent (Babin, Darden and 
Griffin 1994; Haytko and Baker 2004; Maclaran and Brown 2005). Similarly, when 
one is river-rafting, the satisfaction is derived from the experiential consumption (i .e. 
a river-rafting trip) which consists of a number of intrinsically rewarding components 
(i.e. harmony with nature, communitas, and personal growth/renewal, Arnould and 
Price 1993) but not on how well one performed or improved on river-rafting. 
Recall that the consumer experience is an internal and subjective response of an 
individual to his or her interaction with external factors, and drawing on the studies on 
experience-rich consumption, it is expected that consumer experience would yield 
value that is both intrinsic and self-oriented. The active versus reactive dimension, 
however, is more difficult to be incorporated. Arguably, either an active involvement 
(i.e. physically touching or cognitively manipulating something during the experience) 
or a reactive participation (i.e. appreciating a piece of artwork at a museum) in a 
consumption experience would require one to engage their emotive or cognitive 
systems to interact with the environmental or external factors. As a result, both would 
constitute consumer experience that would yield value for the individual. Therefore, 
this dimension of active-reactive value does not apply to the current study. 
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2.4.2 The Theory of Consumption Value 
The theory of consumption value (Seth, Newman and Gross 1991 a, 1991 b) is 
built on three propositions. First of all, "market choice is a function of multiple 
values." Five values are identified as having impact on consumer's choice behavior, 
namely, functional value ("the perceived utility acquired from an alternative's 
capacity for functional, utilitarian, or physical performance"), social value ("the 
perceived utility acquired from an alternative's association with one or more specific 
social groups"), emotional value ("the perceived utility acquired from an alternative's 
capacity to arouse feelings or affective states"), epistemic value ("the perceived utility 
acquired from an alternative's capacity to arouse curiosity, provide novelty, and/or 
satisfy a desire for knowledge"), and conditional value ("the perceived utility acquired 
by an alternative as the result of the specific situation or set of circumstances facing 
the choice maker"). 
Secondly, "these values make differential contributions in any given choice 
situation." That is to say, some values may be more influential in a specific 
consumption choice than some other values. Finally, independence is assumed among 
these values. They are construed as contributing additively to choice. Put differently, 
the increase or decrease in the perception of one value would not affect that in 
another. 
In essence, this theory attempts to explain consumers' decision on whether or not 
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to buy at all or whether to buy one option or another, the values advocated are driven 
mainly by the individual's motivation and the perception of the value inherent by a 
particular product, service, or brand at the pre-consumption stage. It is not meant to 
access the value that an individual would obtain from the direct interaction with the 
product, service, and environment during consumption. 
· Although it is meant to be use to predict choice behavior, one can argue that the 
five types of value proposed by this theory may have influences on other consumer 
behavior. For instance, while one may be asked to evaluate a product on each of the 
dimensions and see if it is associated with customer satisfaction, not all the 
dimensions are suitable for assessing the internal, self-oriented value derived from 
consumer experience, with the exception for emotional and epistemic value. 
Broadly speaking, the emotional and epistemic value dimensions seem to 
coincide with the emotive and cognitive aspects with which value uniquely associated 
with consumer experience would possess. A closer inspection of the items that these 
dimension were assessed with, however, reveal otherwise. First of all, in the two 
studies reported that used the theory of consumption value as the conceptual 
framework, only one ofthem had emotional value (Sheth, Newman and Gross 1991a). 
As a matter of fact, proponents of the theory believed that emotional value vary from 
context to context and product to product As a result, the author only provided the 
dimensions and items for assessing emotional value would have to be generated every 
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time when a new context or product is being assessed. That for epistemic value also 
seem to lack clarity as to what it is measuring. To illustrate, items such as "seeing 
advertisement," "cost went down," and "recommended by friends" (Seth, Newman 
and Gross 199la) were considered to be representative of epistemic value. Arguably, a 
person choosing an alternative because of price reduction should be an economic 
rather than epistemic value. In a like manner, taking a friend's advice can be seen as a 
social value, which is a type of other-oriented value. 
2.4.3 Consumer Perceived Value 
The consumer perceived value scale was developed in an attempt to include both 
the extrinsic and intrinsic aspects of decision making (Sweeney and Soutar 2001 ). The 
authors defined consumer perceived value as "a consumer's overall assessment of the 
utility of a product (or service) based on perceptions of what is received and what is 
given" (Sweeney and Sou tar 2001; Zeithaml 1988). The theoretical foundation of 
their scale is based upon the theory of consumption value proposed by Seth and his 
colleagues. Results ofthe study yielded four dimensions of perceived value (p. 211): 
emotional value ("the utility derived from the feelings or affective states that a 
product generates" ), social value ("the utility derived from the product's ability to 
enhance social self-concept"), functional-efficiency value (" the utility derived from 
the product due to the reduction of its perceived short term and longer term costs"), 
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and functional-performance value ("the utility derived from the perceived quality and 
expected performance of the product"). 
The consumer perceived value scale was developed with the aim to capture 
perceived values in the retailing environment (i.e. product market). It encompassed 
both the extrinsic and intrinsic values that retail consumption would yield. The 
context of their study, however, is fixated on durable products, such as furniture and 
car stereo. This explains why the functional aspects (i.e. efficiency or performance) 
are significant in assessing perceived value. Moreover, the only aspect from this scale 
that would fit the intrinsic, self-oriented conceptualization is emotional value, which 
totally ignored the cognitive aspect of value associated with experience. 
2.4.4 Experiential Value 
Mathwick, Malhotra and Rigdon (200 1) came up with the EVS to describe the 
perceived value associated with virtual shopping experience (i.e. catalog and intemet 
shopping). They typified experiential value into four types along two of the three 
dimensions proposed by Holbrook ( 1999). They are source of value (intrinsic versus 
extrinsic) and degree of individual participation (active versus reactive). Subsequently, 
four distinct types of experiential values are identified: playfulness (intrinsic and 
active), aesthetics (intrinsic and reactive), consumer return on investment (extrinsic 
and active), and service excellence (extrinsic and reactive). 
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Note that both consumer return on investment and service excellence seem to be 
along the line with functional value obtained from the experience. As a result, the 
experiential aspect this study accounted for is tied to the context of the consumption 
(i.e. virtual shopping) as opposed to the kind of value (i.e. experiential versus 
functional) obtained from the consumption experience. For instance, the aesthetics 
value has two dimensions, namely visual appeal and entertainment. The items 
measuring visual appeal (i.e. "The way XYZ displays its products is attractive," 
"XYZs Internet site is aesthetically appealing," and "I like the way XYZs Internet site 
looks") and entertainment value (i.e. "I think XYZs Internet site is very entertaining," 
"The enthusiasm ofXYZs Internet site is catching, it picks me up," and "XYZ doesn't 
just sell products-it entertains me") seemed to be assessing the playfulness and 
aesthetics value of the website, but not the internal response that the individual had 
while browsing or shopping through the it. Arguably, visual appeal of the website is 
an assessment of the external factors. These external factors would in turn lead to an 
internal response of an individual that consist of emotive and cognitive components. 
Likewise, the playfulness construct is proposed to be having an escapism and 
intrinsic enjoyment dimension. Items measuring escapism (i.e. "Shopping from XYZs 
Internet site "gets me away from it all," "Shopping from XYZ n1akes me fee/like I am 
in another world," and "I get so involved when I shop from XYZ that !forget 
everything else") reflected a kind of consumption experience that would bring about 
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complete immersion. What it does not tell us is how does this sense of escape arise? 
For instance, was it the information provided by the website that got the person "away 
from it all"? Or was it the graphic design that led to the immersion? Finally, while 
intrinsic enjoyment (i.e. "I enjoy shopping from XYZ s Internet site for its own sake, 
not just for the items I may have purchased' and "I shop from XYZ s Internet site for 
the pure enjoyment of it") can manifest the value of the activity, it could also be 
reflecting the individual's motivation or purpose of the activity. As a result, what this 
construct is measuring is somewhat ambiguous. 
2.5 Summary of Literature Review 
Three limitations were identified after the thorough review of literature: 
1. Although there exist a plethora of studies which investigated the role of 
consumer experience in experiential consumption contexts, they are mostly 
qualitative work. As a result, there is a lack of measurement scales to assess 
the value derived form consumer experience or to empirically test the 
dynamics (i.e. antecedents and consequents) ofthis kind of value in a 
consumption context. 
2. There seems to be an inconsistency in literature regarding the nature of value 
derived from experience. Even for studies that examined the same 
consumption context, value associated with experience has been delineated 
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differently. For example, in two different studies which attempted to illustrate 
shopping value (i.e. qualitative, Hayko and Baker 2004; quantitative, Babin, 
Daren and Griffin 1994), the former included both an emotional and 
cognitive aspect of value but the latter only considered emotional value as the 
consequent of the fun in shopping. 
3. Although Holbrook (1999) has provided a comprehensive typology for the 
consumer value related to consumption, it did not offer measurement scales 
to assess each of the proposed type of value. Seth, Newman and Gross 
( 1991 a, b) included in their five consumption values an emotional and 
epistemic dimension. At first glance, it seems that they encompassed both the 
emotive and cognitive aspects of consumer value. Nevertheless, a close 
inspection revealed that those are not psychometric scales that can be 
generalized across contexts. Instead, items for each were supposed to be 
generated for a new choice behavior. 
The consumer perceived value scale (PVS, Sweeney and Sou tar 200 I) did 
not include the cognitive aspect of experiential value. In a like manner, 
Mathwick, Malhotra and Rigdon (200 1) 's experiential value scale (EVS) 
included two intrinsic value dimensions. While some of which may seem to 
be accessing the subjective quality of the internet website rather than the 
person's internal responses, others may seem to be accessing a particular 
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stage of consumer experience which lack generalizability. 
To succinct, past literature did not provide a clear conceptualization of the value 
associated with consumer experience (i.e. experiential value). Second, each ofthe 
consumer value measures discussed above were deemed insufficient for capturing 
both the cognitive and emotive aspects of value associated with consumer experience. 
As a result, the objectives of the current study are: 1) to conceptualize experiential 
value in consumption; 2) to establish a comprehensive scale that would capture the 
value derived from the consumer experience; and 3) to examine the role of 
experiential value in consumption. Each of these objectives and means to achieving 
them are discussed in detail in chapter three. 
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CHAPTER THREE 
OBJECTIVES OF THE CURRENT STUDY 
3.1 First Objective of this Research 
The first objective of this research is to gain a conceptual understanding of the 
nature and structure of the experiential value construct. Based on both psychology and 
marketing literature, this construct includes an emotional and an intellectual aspect 
which are formally proposed as the emotional value and intellectual value. Emotional 
value is derived from an internal emotive experience and is defined as: the utility 
acquired as a result of a product's or service's ability to arouse feelings or affective 
states (Seth, Newman and Gross 1991). Intellectual value is derived from an internal 
cognitive experience and is defined as: the utility acquired as a result of a product's or 
service's ability to arouse the exercising of the intellect. Detail discussion of each of 
the two experiential value can be found in the conceptualization of experiential 
sesston. 
3.2 Second Objective of this Research 
The second objective of this research is to develop measurement scales for the 
emotional and intellectual value dimensions that would be: (1) based on the 
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qualitative account of consumers ' subjective experience in past literature and focus 
group and (2) reliable, valid and generalizable. 
To achieve this objective, the procedure described in Churchill's (1979) work on 
developing better measures of marketing construct will be strictly followed. Details 
about the procedure and execution plan for the current research can be found in the 
methodology section. 
3.3 Third Objective of this Research 
The third objective is to build a conceptual model that can capture the dynamics 
of the antecedents and behavioral consequents of the experiential value tied to 
consumption. In particular, two models that include the emotional and intellectual 
value will be proposed and empirically tested. 
First, consumer experience has been identified by firms, such as IBM, as the key 
success driver for company's product and brand building (Badgett, Boyce, and 
Kleinberger 2007). To provide theoretical and empirical substance to this claim, a 
model of how each of the two experiential value would influence consumer trust and 
loyalty intention will be examined. 
Second, based on the Stimulus-Organism-Response (S-0-R) framework (Jacoby 
2002; Mehrabian and Russell 1974), the factors in one 's immediate environment 
would have an impact on one's internal experience, which in turn would affect one 's 
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behavior. A conceptual model that suggests experiential value as the mediator of the 
effect of external factors (i.e. facilities and employees) has on key outcome variables, 
such as customer satisfaction and customer well-being will be submitted to empirical 
testing. 
To achieve this objective, the conceptual models proposed (Figure 1) will be 
tested with a structural equation modeling method. The SEM method is chosen 
because it allows for a simultaneous analysis of the entire system of variables so that 




CONCEPTUALIZATION OF EXPERIENTIAL VALUE 
4.1 Exploring the Components of Experience 
4.1.1 Psychology Literature: Everyday Life Experience 
The vast psychology literature which addressed the quality of people's everyday 
life experience (Hektner, Schmidt, and Csikszentmihaly 2007) can help to delineate 
the structure ofthe value obtained from consumption experience. Social and 
behavioral psychologists are interested in this topic. On the one hand, social and 
behavioral psychologists sampled different life experiences (e.g. work, study, and 
leisure) to gain insight about people's reaction in a wide range of activities. They 
examined experiences through what they termed the internal coordinates, which are 
essentially people's thoughts and feelings elicited during a particular activity. For 
example, in one study, researchers gathered a group of 107 adults' self-reported level 
of affect (emotional), activation (cognitive), and intrinsic motivation ("Did you wish 
you had been doing something else?") on a wide range of most common life activities 
such as talking, eating, cooking, sports, socializing, and lovemaking. Then data from 
each individual were mapped onto a three-dimensional space to form the " internal 
landscape" or "quality of life experience" (Kubey and Csikszentmihalyi 1990). 
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Results showed that the sampled activities varied in the extent of affect and activation 
elicited with different levels of intrinsic motivation. 
4.1.2 Stimulus-Organism-Response Framework 
In line with this stream of research is the Stimulus-Organism-Response (S-0-R) 
framework proposed by Mehrabian and Russell ( 197 4) and then refined by 1 acoby 
(2002, see Figure A). In brief, the framework depicts how environmental factors are 
processed by an individual to produce responses. Details ofthis model will be 
discussed in Study 5. More important to the discussion here is that the S-0-R also 
suggested the existence of an emotive and a cognitive systems with which people 
process and store information, and derive responses that bear on the thoughts and 
feelings regarding the specific environmental stimuli. 
Taken together, the forgoing discussion supported the contention that internal 
experience is a result of two systems, namely, emotive and cognitive, interacting with 
some immediate surroundings. Drawing on the research on life experience, one may 
suspect that internal experience in everyday life should be analogous to that in a 
particular consumption. Note that the argument here is not that the two would be 
comparable in intensity or potency, but the structure of the internal experience in 
everyday life experience and in consumption should be essentially the same. In other 
words, internal experience in consumption should inherent both an emotive and a 
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cognitive aspect. Consequently, two types of values would be derived from each of 
those aspects from consumption-related experience. 
4.2 Dimensionality of Experiential Value 
Based on review of past literature, experiential value in consumption in this 
study is defined as the psychological benefits (i.e. thoughts and feelings) resulted from 
a consumers interaction with the environment related to consumption which are only 
assessable by the individual. Consumption here is referred broadly to different stages 
in the whole consumption process: from anticipatory consumption to product or 
service acquisition, as well as from post-purchase possession to the actual usage of the 
product or service (Richins 1997). Experiential value is derived directly from the 
interplay of the consumer, product, service, and environment. This conceptualization 
is in line with that for art consumption which is "characterized as emotional and 
mental pulling" (Belk, Ger, and Askegaard 2003). Interestingly, researchers of 
contemporary painting have extensively admitted that the consumption of such 
'requires the intellectual and affective participation of consumers' (Chen 2009; 
Moureau 2000). The current study extends this contention about contemporary art to 
include any experience in consumption. Specifically, the value which consumers gain 
from an experience in consumption would possess an emotional and an intellectual 
aspect. In addition, the current study also includes interaction among consumer, 
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product, service, and environment as potential sources for experiential value rather 
than solely from an object (i.e. a piece of artwork) as suggested by researchers of art 
consumption (Chen 2009; Sherry and Joy 2003). 
The followings are thorough discussions on each of the two components of the 
experiential value construct: 
4.2.1 Emotional Value 
Emotional value referred to the utility acquired as a result of a product's [or a 
service's ability] to arouse feelings or affective states (Seth, Newman and Gross 1991 ). 
Specifically, this value reflects the emotional outcome of a person's interaction with 
the immediate surroundings, which is an emotive internal experience. To understand 
this concept clearly, one must first tap into the nature of emotion and the role it plays 
in consumption. 
There is little doubt that emotion has a prominent role in consumer behavior 
research and is an important component in consumer responses (Cohen and Areni 
1991 ). A widely accepted claim about emotions is that they are context specific. 
Different consumption context may derive a diversified, distinctive set of emotion 
which is likely to differ in intensity. In one study, the author developed the 
Consumption Emotion Set (CES) that is expected to represent consumers' emotional 
reactions to most consumption experience (Rich ins 1997). The CES was put to test in 
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three different kinds of consumption, namely automobile, recreational and sentimental. 
Results showed that the intensity of feelings of excitement, optimism, relief, 
peacefulness, love, loneliness, envy, guilt, fear, shame, worry, discontent, anger, 
surprise, and eagerness differed across the three types of consumption. Arguably, the 
same emotion in two different contexts does not necessarily convey the same 
emotional value. Fear experienced on a roller-coaster may bear emotional value to a 
customer, but fear felt in other consumption contexts is likely to be reckoned 
negatively. Since the objective of the current study is to access the emotional value 
component in consumption rather than in a particular kind of consumption, a general 
measure that would capture the dimensions underlying emotion states is more 
appropriate. 
Notably, two consumptions that are perceived to possess emotional values could 
have aroused different specific emotions, but still bear on the same underlying 
emotional states. For example, a theme park or an art museum visitor can both 
experience pleasure as a result of different activities and interactions. For example, a 
study examined the emotional components of eight specific consumption experiences, 
one in each of the followings: esthetics, athletics, entertainment, dining, hobbies, 
fashion, religion, and security (Halvena and Holbrook 1986). The authors measured 
emotional experience of the different consumption contexts aforementioned with two 
emotion typologies: the pleasure- arousal-dominance (PAD) paradigm developed by 
30 
Mehrabian and Russell (1974) and the eight basic emotion indices established by 
Plutchik (1980). The former is found to be a more useful framework for capturing 
consumption related emotional experience. Despite its adequacy and generaliability in 
manifesting consumption related emotional experience, the PAD scale is not without 
shortcoming. The scale was intended for measuring "emotional responses to 
environmental stimuli such as architechtural space [;therefore] its validity in 
assessing emotional responses to the interpersonal aspects of. .. consumption cannot be 
assumed" (Richins 1997). 
Recall that the experiential value is defined as benefit derived from the direct 
interaction between the individual, the product, the service and the environment in 
consumption, emotional experience must include interpersonal and person-to-object 
aspects. In view of this, the current study will include the three dimensions, namely 
pleasure, arousal and dominance, in the PAD scale as a foundation and add to it items 
that will also access consequences which bear emotional value from interaction with 
people and objects from literature review and focus group. 
4.2.2 Intellectual Value 
Intellectual value referred to the utility acquired as a result of a product's, a 
service's or experience's ability to arouse exercise of the intellect. The word 
intellectual is defined as something that is given to activities or pursuits that require 
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exercise of the intellect (i.e. ability to learn and reason; capacity for knowledge and 
understanding) and something that is associated with or requiring the use of the mind 
rather than emotions (The American Heritage Dictionary). Moreover, cognitive 
activities such as cognition, memory, convergent thinking, divergent thinking and 
evaluation are referred to as intellectual operations (Guilford 1959). The intellectual 
value reflects the cognitive outcome of a person's interaction with the immediate 
surroundings, which is a cognitive internal experience. This value has not been 
conceptualized by past literature. Nevertheless, it is related to the epistemic value 
inherent in a consumption choice proposed by Seth, Newman and Gross (1991). The 
nature of epistemic value, as mentioned before, has subtle but significant difference 
with the intellectual value proposed by the current study. 
An epistemic value is defined as "the perceived utility acquired from an 
alternative's capacity to arouse curiosity, provide novelty, and/or satisfy a desire for 
knowledge." It is the imaginable outcome that a certain alternative would bring. A 
close inspection of the items representing the epistemic value construct revealed that 
the epistemic value is construed as a pre-consumption, pre-decision construct and it is 
brought about by the comparison between at least two alternatives. For examples, the 
five core items measuring epistemic value include: "!am bored with another 
alternative,""! like a change of pace," "! am curious about it,""! like to do things 
that are new and different," and "!want to learn about it" (Sheth, Newman and Gross 
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1991 b). In other words, the epistemic value is intended to predict people's choice and 
switching behaviors. Moreover, items like "seeing advertisement," "cost went down," 
and "recommended by friends" (Seth, Newman and Gross 1991 a) were also 
considered to be representative of epistemic value. These items seem to be describing 
what would trigger someone's intention to switch to or choose a particular choice, but 
not necessarily the value that are attached to the particular choice. 
The intellectual value proposed here, on the contrary, encompasses experiences 
at all stages of consumption as previously stated. It is the psychological outcome that 
one experiences after his or her interaction with the factors that conjures the 
consumption. For instance, an alternative that is perceived to be carrying epistemic 
value does not necessarily yield intellectual value. Other factors such as individual 
differences ( e.x. level of need for cognition), service providers' job performance, and 
other customers' participation may influence the intellectual value experienced by an 
individual. 
Examples of intellectual value are abundant in the qualitative account of 
experience-rich consumption: museum goers getting information of a piece of art or 
the history of art (Chen 2009; Joy and Sherry 2003), river-rafting participants gaining 
a sense of personal growth through learning new jargons of the boatmen (Arnould and 
Price 1993), and shoppers gaining general knowledge about fashion (Haytko and 
Baker 2004), just to name a few. Nevertheless, intellectual value has not been 
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formally introduced as an experiential outcome that consumer would gain from 
consumption. The one exception is that Arnould and Price (1993) implicitly reported 
in their findings that personal growth, which is measured by items such as learning 
new things and mastering new skills, is an important determinant for an extraordinary 
experience (i.e. river-rafting). The construct of personal growth, however, is specific 
to river-rafting and may be to other extreme sports. The intellectual value suggested in 
the current study is intended to be generalizable to a variety of consumption. 
4.3 Dimensional Relation between Emotional and Intellectual Value 
Little doubt it is that experience may contain both emotional and intellectual 
value, heavy on either emotional or intellectual value, or light on both. For instance, 
the different experience context can yield experiential value in different combinations. 
While going to Disneyland may provide emotional value predominantly, visiting the 
Sea World may provide both emotional and intellectual value, and attending a seminar 
may be largely intellectual. Likewise, there may be individual differences in 
interaction with the environment, and thus yield different degrees of emotional and 
intellectual value. Researchers found that people have a chronic thinking style, 
namely experiential and rational thinking style (Novak and Hoffman 2009). It is 
expected that people who are chronically experiential thinkers may receive more 
emotional value from consumption activities, and that rational thinkers may gain more 
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intellectual value from consumption activities. 
The forgoing discussion pinpointed the fact that the relationship between 
emotional and intellectual value may vary across activities and individual. This wide 
range of considerations and contexts makes predicting a relationship between the two 
dimensions somewhat difficult. This is in line with the proposition made by Seth, 
Newman and Gross (1991a) in their theory of consumption value that consumption 
values can make differential contributions in any given choice situation and that some 
values may be more influential in a specific consumption choice than some other 
values. Here, experiential value would make differential contributions in different 
consumer experience. One value may be more influential in a specific consumption 
experience or for an individual than the other. The correlation between the factors is 
likely to vary across experience, some may be stronger and some modest. It does 
appear, however, that these two dimensions are distinctive in a sense that a high (low) 




DEVELOPING THE EXPERIENTIAL VALUE SCALE 
The theoretical evidence presented above supports the existence of two distinct 
dimensions of experiential value in consumption. The next section layouts the process 
used to develop the content of each dimension and to validate the scale 
psychometrically. The procedure employed is based on accepted methods of scale 
development in psychology and consumer research (Churchill 1979; Gerbing and 
Anderson 1988). The aim is to establish a useful and practical scale that is 
parsimonious and generalizable across consumption domains. 
5.1 Study 1: Item Generation and Selection 
To generate items which will capture the experiential value in consumption, two 
steps as suggested by Churchill (1979) were followed: 1) a literature review and 2) a 
focused group. 
5 .1.1 Literature Review 
A literature review on past studies which examined and or identified emotional 
or cognitive consequences consumers regarded to as preferential was carried out. In 
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the initial emotional value set, there were I item from Chen (i.e. access value, 2009), 
24 items from Havlena and Holbrook (i.e. consumption emotions, I986), 3 items from 
Mathwick, Malhotra and Rigdon (i.e. entertainment value, 200 I), 3 items from 
Shoham, Rose and Kahle (i.e. thrill, 1998), and 5 items from Sweeney and Soutar (i.e. 
emotional value, 200 I). In the initial set of intellectual value, there were 6 items from 
Amould and Price (i.e. personal growth and renewal, I993), 4 items from Chen (i.e. 3 
for access value and 1 for possession value, 2009), I2 items from Novak, Hoffman 
and Yung (i.e. 4 for challenge and 8 for exploratory behavior, 2000), 6 items from 
Shoham, Rose and Kahle (i.e. 3 each for curiosity-arousal and adventure, I998), and 8 
items from Unger and Kern an (i.e. 4 each for mastery and arousal, 1983 ). Altogether, 
72 items were obtained. 
First, all items were re-written in a first-person, past tense form because both 
emotional value and intellectual value are self-experienced value obtained from 
consumption. Second, redundant items from both the emotional and intellectual value 
sets were removed. Finally, those items that can not be generalized to different 
consumption contexts or were not describing benefits from consumption were also 
taken out from the list. For examples, the item "This product would make me want to 
use it" which measures emotional value in Sweeney and Soutar (200 1) is a 
product-related value. The experience-related value proposed in the current study, 
however, does not necessarily involve a product. Similarly, the item "Surfing the Web 
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to see what's new is a waste of time" is intended to measure exploratory behavior in 
Novak, Hoffman and Yung (2000) but it pertains to the attitude toward the behavior of 
"surfing" for something new rather than describing some value obtained. After this 
screening, 32 emotional value items and 25 intellectual value items were included in 
the set for further analysis. 
5 .1.2 Focus Group 
A focus group was also engaged to tap the experiential value consumers are 
getting out of their consumption activities. A group of 8 undergraduate students (50% 
female) from one university in Hong Kong were recruited to attend a one hour 
discussion session. Participants were first divided into four groups (i.e. 2 in each 
group) and each group was given a picture of either a local, non-chained restaurant or 
an upscale hotel restaurant. They were then asked to imagine themselves going to the 
respective restaurant and express in turn what value they would obtain from dinning 
there. The purpose of using the two types of restaurant is to ensure that items 
generated to characterize experiential value would capture consumption contexts with 
different price range, patronage frequency, familiarity, and company reputation. Then, 
participants were asked to respond to the question: "What values do you get from 
shopping in different contexts (i.e. in street markets or shopping malls)?" Again, each 
participant was first given time to share their opinions followed by an open discussion. 
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From the focus group, 8 additional items were generated- 2 for emotional value 
and 6 for intellectual value - and were added to the aforementioned set of items for 
the next phrase of analysis. 
5.2 Study 2: Item Reduction and Dimensionality of the Scale 
All together, 65 scale items were gathered from the literature review and focus 
group (see Table 1 ). Four judges (including two faculty members and two doctoral 
students) evaluated the items for representativeness of the scale dimensions. Each 
judge was provided with a definition of both emotional value and intellectual value. 
Emotional value was defined as "the utility acquired as a result of a product's, a 
service's or an experience's ability to arouse feelings or affective states. It reflects the 
emotional outcome of a person's interaction with the immediate surroundings, which 
is an emotive internal experience." Intellectual value was defined as "the utility 
acquired as a result of a product's, a service's or experience's ability to arouse the 
exercise of the intellect. This value reflects the cognitive outcome of a person's 
interaction with the immediate surroundings, which is a cognitive internal 
experience." Judges were asked to categorize each item into one of three groups, 
namely emotional value, intellectual value, or neither. First, 21 emotional value items 
and 10 intellectual value items were classified as their intended category by all four 
judges. These were kept for further analysis. Second, those items ( 6 for emotional 
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value and 7 for intellectual value) that were agreed on by at least three judges were 
also retained because this met the acceptable agreement index of 75% (Hinkins 1985). 
Thus, a total of 44 items, 27 representing emotional value and 17 representing 
intellectual value, were included and submitted to further pscychometric analyses (see 
Table 2). 
5 .2.1 Scale Purification with Exploratory Factor Analysis 
Initial quantitative analyses were conducted to purify the measures and provide 
an initial examination of the scale's psychometric properties. Respondents were 
undergraduate students in three universities in Hong Kong. They were given one of 
two versions of the survey in which they were either asked to write a brief description 
about their most recent theme park visit or their most recent shopping mall visit. Then, 
they responded to the 44 experiential value items. The objective of the description 
was to refresh the respondents ' memory about their theme park or shopping 
experience before assessing the scale items. A total of 384 surveys were collected. 
Respondents who missed out any one of the 44 experiential value items were 
eliminated from the sample. This resulted in a final sample size of 378 of which 184 
recalled a theme park experience and 194 a shopping mall (51% female). 
A factor analysis using Varimax rotation was conducted. The factor analysis 
revealed a seven-factor solution with eigenvalues greater than 1 (eigenvalues were 
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14.96, 6.07, 3.55, 1.49, 1.15, 1.02, and 1.01; variance explained = 66.5%, see Table 
3a), but only the first three factors were significant based on a scree plot (variance 
explained= 47.5%). Incidentally, 30 items (68.2o/o) had a loading greater than .4 on at 
least one of the three factors. The three-factor analysis on the 30 items revealed two 
factors that were easy to interpret: Factor 1 (emotional value) and Factor 2 
(intellectual value). Factors 3, however, included a mix of emotional and 
capability-related items (see Table 3 b). 
To assess whether the three-factor solution is stable across groups and contexts, 
factor analyses were conducted by splitting the sample up according to the following 
criteria: by gender (male vs. female) and by context (theme park vs. shopping). 
According to the scree plot tests, a three-factor solution was resulted across groups. A 
close inspection revealed, however, that only the first two factors were consistent. 
Specifically, Factor 1 contained items that tapped emotional value and Factor 2 
consisted of those that reflected intellectual value. Factor 3 varied from 
arousal-related statements such as "I was excited' and "I had an adrenalin rush" 
among male to capability-related statements such as "My capabilities were stretched' 
and "I was tested of my skills" among female. Likewise, whereas the theme park 
visitors sample yielded a Factor 3 that included arousal-related statements such as " I 
had an adrenalin rush" and " J was frenzied', the shoppers sample had negative 
emotional statements such as ''I was unhappy" and "I was melancholic" for that 
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factor. 
The forgoing analyses provided empirical evidence to support the followings: 
although experiential values are largely context-specific, the two fundamental 
experiential values would reflect the cognitive and emotive aspects of the interactive 
outcomes of people and their surroundings; thus, these very components should be 
evident and persistent across individual differences (i.e. gender) and contexts (i.e. 
type of entertainment). A direct interpretation of the aforementioned analyses is that 
the emotional (Factor 1) and intellectual (Factor 2) values, which are consistent across 
groups, are the fundamental experiential values people obtained from their interaction 
with the environment in spite of the type of activities or individual differences. On the 
contrary, a particular activity or individual may encompass distinctive aspects of 
experiential values, such as capability-related or negative affective-related values, 
which contribute to the overall assessment of the experience. 
Since the objective of the current study is to identify the components of 
experiential values that can be generalized across domains, a two-factor structure is 
adopted for further analysis. Moreover, to further reduce the number of items, a 
stricter loading criterion of greater than .7 (as opposed to greater than .4) was used to 
filter items representative of each factor (see Table 3c). Sixteen items fulfilled this 
criterion for the two factors together. Precisely, nine items characterizing the 
emotional value (Factor 1) were retained. Likewise, seven items depicting the 
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intellectual value (Factor 2) were kept. 
5 .2.2 Initial Confirmatory Factor Analysis 
Next, an initial confirmatory factor analysis (see Table 4a and 4b) using the 16 
items in two dimensions produced a chi-square of 403.43 (df= 103, p < .001), a 
goodness-of-fit statistic (GFI) of .88, a root-mean-square-error of approximation 
(RMSEA) of .09. Further, the normed fit index (NFI = .96) and comparative fit index 
(CFI = .97) indicate a significant fit compared to the null model Ci = 11397.80, df= 
120). A two-factor solution also represented a significant improvement in fit 
compared to a one-factor solution (x2 = 1557.94, df= 104) (see Table 4c for model fit 
comparison). In addition, the t-value for each loading estimate is significant (p < .001) 
and the ratio between the chi-square statistic and the number of degrees of freedom 
was 3.92 (lower values are more desirable; Thomson, Maclnnis, and Park 2005). All 
of the statistics and fit indices reported above indicated that the two-factor model has 
an adequate fit. 
5.2.3 Scale Reliability and Validity 
Discrimination in a two-factor solution is also evident. In particular, the average 
of the variance extracted in each factor (0.68 for emotional value and 0.60 for 
intellectual value) clearly exceeds the squared of the estimated correlation between 
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the two factors ((0.46)2 = 0.21 ). Moreover, items remaining in each factor were 
submitted to a reliability test. Cronbach's alphas of both factors were acceptable, r 
=.95 for emotional value and r =.91 for intellectual value, compared to the Nunnally's 
( 1978) criterion of r =. 70 for satisfactory scale reliability. Finally, the composite 
scores for emotional and intellectual value were computed. These scores were then 
correlated with consumer behavioral constructs including satisfaction, word-of-mouth, 
and re-visit intention (see Table Sa and 5b ). Both the emotional and the intellectual 
value were positively correlated to each of the three behavioral measures, ranging 
from 0.31 to 0.65 significant at p < .05, which support the existence of 
criterion-related validity to the experiential value scale. 
5.3 Study 3: Convergent and Discriminant Validity Analysis 
5.3.1 Method 
A new set of data was collected for confirmatory and construct validity analysis. 
Moreover, to provide evidence of consistency across populations, respondents of 
study 3 were selected from a nonstudent population - employees at a large university 
in Hong Kong. A total of 250 questionnaires were distributed and 187 were returned. 
The questionnaire in study 3 was conducted within the context of consumer's 
shopping mall experience. Similar to the previous study, respondents were asked to 
recall and write briefly about their most recent shopping mall experience at the onset 
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to refresh their memories. They then responded to the 16 experiential value items (9 
on emotional value and 7 on intellectual value). To test for construct validity, items 
from the experiential value scale (EVS hereafter) developed by Mathwick, Malhotra 
and Rigdon (2001) were also included. Since the original EVS was established for the 
intemet and catalog shopping environment, only items that could be generalized to the 
shopping mall experience context were used. One item each from the visual appeal ("I 
think the way XYZ's Internet site looks") and entertainment value ("The enthusiasm of 
XYZ 's Internet site is catching, it picks me up") dimension were removed. Specifically, 
participants responded to measures on the aesthetic dimension (2 items each on both 
visual appeal and entertainment value); the playfulness dimension (3 items on 
escapism and 2 items on intrinsic enjoyment); and the customer return on investment 
dimension (3 items on efficiency value) (see Table 6a). Respondents also responded 
to two measures of satisfaction ("I was satisfied with the company" and "I was 
satisfied with the experience" ). After eliminating those with missing information, the 
effective sample size was 178. 
5.3.2 Results 
Discriminant validity. The discriminant validity of emotional value and 
intellectual value scales proposed by the current study and the EVS established by 
Mathwick, Malhotra and Rigdon (200 1) were examined by two methods. 
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First, an exploratory factor analysis was conducted for emotional and intellectual 
value on this new set of data. It revealed that two factors have eigenvalues greater 
than 1. Together, they explained 69.6% of the variance. After Varimax rotation, a 
clean factor structure emerged (see Table 6b ). Specifically, the respective items 
loaded on the factor they were intended for. 
Next, the variance extracted and correlation estimates were examined. According 
to Fomell and Larcker (1981 ), discriminant validity is evident when the proportion of 
variance extracted in each construct exceeds the square of the correlation coefficients 
representing its correlation with other factors. Table 6c presents all the correlation 
estimates. The scale with the highest correlation with both emotional value and 
intellectual was entertainment value ( 1 = 0.69, 12 = 0.48 and 1 = 0.61, 12 = 0.3 7 
respectively, see Table 6c ). The average variance extracted (AYE) estimates for 
emotional value was 0.68, that for intellectual value was 0.64 and that for 
entertainment value was 0.50. In other words, the proportion of variance extracted in 
each construct is larger than the correlation coefficients squared, which is indicative 
of discrimant validity. Incidentally, the Cronbach 's alphas for emotional and 
intellectual value are 0.94 and 0.92, respectively. 
Convergent validity. Mathwick, Malhotra and Rigdon (200 1) included both 
intrinsic and extrinsic value identified by Holbrook (1992) in EVS. The experiential 
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value proposed in the current study, namely emotional and intellectual value, are both 
construed as a form of intrinsic value. As a result, both emotional and intellectual 
value should be correlated more strongly to the intrinsic value dimensions in the EVS 
(i.e. visual value, entertainment value, escape value and intrinsic value). On the 
contrary, both emotional and intellectual value should be correlated modestly to the 
extrinsic value dimension in the EVS (i.e. efficiency value). 
Again, the variance extracted and correlation estimates were examined. The 
correlation estimates of emotional value and each dimension in the EVS are as 
follows: visual value ( cp = 0.57), entertainment value ( cp = 0.69), escape value ( cp = 
0.49), intrinsic value ( cp = 0.54), and efficiency value ( cp = 0.36). In a like manner, the 
correlation estimates of intellectual value and each dimension in the EVS are as 
follows: visual value ( cp = 0.53), entertainment value ( cp = 0.61 ), escape value ( cp = 
0.50), intrinsic value ( cp = 0.50), and efficiency value ( cp = 0.29). These results (see 
Table 6c) revealed that both emotional and intellectual value have higher correlations 
with each of the four dimensions of intrinsic value (i.e. visual value, entertainment 
value, escape value and intrinsic value) in the EVS than those with extrinsic value (i.e. 
efficiency value). Thus, convergent validity of the experiential scale of the two 
dimensions- emotional and intellectual value - is established. 
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Comparison of the Two Experiential Value Scales. Recall that the experiential 
value scale developed in the current study is intended for assessing intrinsic value that 
are characterized by its internal and subjective nature. As a result, it is only 
appropriate to include dimensions in the EVS by Mathwick, Malhotra and Rigdon 
(200 1) that tapped the same type of value. At the outset, efficiency value was 
removed because of its extrinsic, functional nature. A close inspection of the four 
dimensions of intrinsic value (i.e. visual value, entertainment value, escape value and 
intrinsic value) further revealed that visual value may not be relevant for the purpose 
of the current analysis. Visual value included two items: " The decor/display of this 
shopping mall was attractive" and "This shopping mall was aesthetically appealing." 
Arguably, these two items are measuring the facilities or the environment where the 
experience happened rather than the experience felt by the individual as characterized by the 
other dimensions (see Table 6a for the complete list of items of both experiential value scales). 
In view of this, visual value was not included in the comparison analysis. 
To compare the effectiveness and performance ofthe two experiential value 
scales, the following steps were taken: 1) the relevant dimensions in the EVS 
. developed by Mathwick, Malhotra and Rig don (200 1) were regressed on customer 
satisfaction; 2) emotional and intellectual value developed by the current study were 
regressed on customer satisfaction; 3) a hierarchical regression analysis on customer 
satisfaction was conducted where the relevant dimensions in the EVS (Mathwick, 
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Malhotra and Rigdon 2001) were entered first, followed by the emotional and 
intellectual value developed by the current study. 
Results (Table 6d) showed the regression analysis of the three models described 
above. Model 1 was the regressions analysis of the relevant dimensions in the EVS 
developed by Mathwick, Malhotra and Rigdon (200 1) on customer satisfaction with 
an k of .38. Model 2 was the regression analysis of the emotional and intellectual 
value developed by the current study on customer satisfaction with an k of .46. This 
suggested that the experiential value scale established by the current study, which 
consisted of the emotional .and intellectual value dimensions, explained customer 
satisfaction almost 10% better than the EVS by Mathwick, Malhotra and Rigdon 
(200 1 ). 
Besides that, Model 3 showed the result for the hierarchical regression analysis 
on customer satisfaction where the relevant dimensions in the EVS (Mathwick, 
Malhotra and Rigdon 2001) were entered first, followed by the emotional and 
intellectual value developed by the current study. The change in R? when emotional 
value and intellectual value were added to the model was .16. This indicated that the 
experiential value proposed by the current study explained an additional 16o/o of 
variance on customer satisfaction. Note that there exists no a priori reason to the 
hierarchy of effects as stated in Model 3. That is, there are no theoretical or empirical 
grounds to suggest that dimensions proposed by Mathwick, Malhotra and Rigdon 
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(200 1) would precede the emotional and intellectual value hypothesized by the 
current study in their effects on customer satisfaction. Model 3 was simply included to 
demonstrate the effectiveness of the experiential value scale proposed here and its 
ability to explain consumer behaviors over and beyond that of the existing EVS by 
Mathwick, Malhotra and Rigdon (200 1 ). 
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CHAPTER SIX 
CONCEPTUAL MODELS TESTING 
The objectives of the following studies are to establish the linkage of experiential 
value with environmental factors, as well as consumer behavioral outcomes. On the 
one hand, value is considered the key outcome variable in a general model of 
consumption experiences (Holbrook 1986) and it is often studied as an end outcome 
(Mathwick, Malhotra and Rig don 2001; Sweeney and Sou tar 2001 ). On the other 
hand, past studies have shown that value obtained would affect other behavioral 
outcomes. For example, Sheth, Newman and Gross (1991) demonstrated that 
perceived values can predict market choices. Moreover, Babin, Darden and Griffin 
(1994) showed that shopping values (i.e. hedonic and utilitarian) are positively 
correlated to customer satisfaction. To substantiate the role of experiential value in 
consumption and validate the experiential value scales developed hereof, it is 
important to establish its linkage with environmental factors, as well as consumer 
behaviors. 
To accomplish this, two studies were conducted. These studies examined the role 
of experiential value from two perspectives: how experiential values help a company 
to perform better and how they enhance an individual's subjective well-being. Study 4 
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captured the effect of external factors to experiential value, consumer satisfaction to 
the experience provider, and eventually to consumer's well-being. Study 5 then 
showed that the two kinds of experiential value, namely emotional and intellectual 
value, have differential impact on consumer trust which would eventually affect 
loyalty intentions including positive word of mouth and re-visit intention. It also 
revealed that the type of experience context would moderate the relationship between 
experiential values and consumer trust. 
6.1 Study 4: The Antecedents and Consequents of Experiential Value 
The objective of this study is to substantiate the role of experiential value in 
consumption by showing its relationship with the environment and individual's 
response. Behavior often depends on an interaction of the environment and person 
(Russell and Mehrabian 1974). The environment refers to "anything that is external to 
the person whose behavior is being explained and that can be measured independently 
of that person" (Russell and Mehrabian 1976). For examples, objects that are 
purchased and settings of the servicescape are environmental factors. Based on the 
stimulus-organism-response framework (Jacoby 2002; Mehrabian and Russell 1974), 
environmental stimulus will be processed by the emotive and cognitive systems of an 
individual (organism), which will then become some unobservable internal responses, 
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such as impressions, images, knowledge, and feelings. These internal responses are 
referred to as the experiential value in the current study. Finally, internal responses 
then would influence nonverbal responses (i.e. smiles), verbal responses (i.e. word of 
mouth), and behavioral responses (i.e. acquisition). Applying this into the context of 
the current study, it is expected that external factor will influence the individual's 
experiential value. Thus, the following hypotheses are proposed: 
Hl: a) Emotional and b) Intellectual value mediate the influence of external 
factors on customer satisfaction. 
6.1.1 Subjective Well-Being 
The previous studies have demonstrated that people obtained both emotional and 
intellectual values when interacting with environmental factors -those that are 
created by the experience provider. As discussed earlier, the unique property of 
experiential values is that they are internal responses which are perceived and felt by 
the person. It is logical to suspect that these internal responses do not only influence 
evaluations of the experience provider, but also it should have an impact on the 
individual's perception of self. Past psychology literature examining satisfying events 
found that elements integral to events that were seen as "most satisfying" are 
enhancement and growth (Sheldon et al 200 I). Enhancement and growth needs are 
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two intrinsic, high level goals proposed in the Maslow's theory of personality (1954). 
Events that fulfill these goals would bring about a sense of subjective well-being, 
which refers to "an overall evaluation of the conditions of one's life" (Burroughs and 
Rindfleisch 2002; Sheldon et al 2001 ). Following this logic, if values obtained from 
an experience satisfy these goals of personal enhancement and growth, it would also 
contribute to an individual's sense of well-being. Past research on subjective 
well-being found that experiences (when compared to material possessions) may 
contribute more favorably to one's identity because they fulfill intrinsic goals relating 
to personal growth (Kasser and Ryan 1996). As a result, experiential values, including 
both emotional and intellectual, derived from experiences should also have a positive 
impact on an individual's sense of well-being. Therefore, the following hypothesis is 
proposed: 
H2: a) Emotional value and b) intellectual value are positively related to 
customer well-being. 
6.1.2 Method 
Data collection took place in Hong Kong at a newly opened theme park called 
the Noah's Ark Park. The theme of this park is related to love and life in general. 
Visitors were approached by one of two researchers at the exit of the park. Upon the 
individual's consent, a package containing the questionnaires and instructions was 
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handed to them. They were instructed to fill out the questionnaire and mail it back 
within one week from the date they visited the park. A total of 300 packages were 
handed out. Within one week, 185 questionnaires were returned. Among them, 5 were 
incomplete and removed. As a result, 180 completed questionnaires were included in 
the analysis. 
6.1.2.1 Dependent Measures 
The experiential scale included the 9-item emotional value (r = .98) and 7-item 
intellectual value (r = .97) scales. Other measures (see Table 7a for a list of items used) 
are: 4 items for park performance (r = .88, Kim and Moon 2009), 3 items for staff 
performance (r = .83, modeled after Baker et al 2002), 3 items for customer 
satisfaction (r = .92, modeled after Oliver and Bearden 1985), and 6 items for 
customer well-being (r = .96, Amould and Price 1993; Seldon et al 2001). All items 
were rated on six-point scale ranging from "1 = Strongly Disagree" to "6 = Strongly 
Agree." 
6.1.3 Results and Discussion 
6.1.3.1 Discriminant Validity ofConstructs 
Before the structural equation model analysis is conducted, the discriminant 
validity among constructs was first assessed. As in previous studies, it was done by 
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comparing the proportion of variance extracted in each construct with the square of 
the correlation estimates representing its correlation with other factors. As it is shown 
in Table 10, the pair of scale with the highest correlation was emotional value and 
customer satisfaction ( rjJ = 0.88, rjJ2 = 0. 77). The proportion of variance extracted from 
emotional value (0.82) and customer satisfaction (0.80) are both higher than the 
correlation estimates between them, which signifies discriminant validity. Incidentally, 
all other constructs have discriminate validity (see Table 7b ). 
6.1.3.2 Overall Model Results 
Next, the hypothesized relationships in the model were tested simultaneously 
with a structural equation model using Lisrel 8.71. The estimated model fits the data 
reasonably well (see Figure 2): CFI = .99, NFI = .98, IFI = 0.99, GFI = 0.80, RMSEA 
= .05, with i(441) = 746.09,p = 0.00, and the ratio between chi-square and the 
number of degrees of freedom is 1.69. External factors included park performance and 
staff performance, both of which were proposed to have a positive influence on 
customer satisfaction through each of the two experiential values. Results (see Figure 
3) showed, however, that only park performance was positively related to emotional 
value (B = 0.92, t = 9.81, p < .001) and intellectual value (B = 0.94, t = 9.37, p < .001). 
Also, the relationship between park performance and customer satisfaction was only 
partially mediated by experiential values (direct influence of park performance on 
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customer satisfaction was significant, B = 0.50, t = 2.23, p < .05). Surprisingly, staff 
performance was related to neither the experiential values nor customer satisfaction. 
As a result, H 1 a and H 1 b were only partially supported. Moreover, as predicted by 
H2b, intellectual value had a direct impact on customer well-being (B = 0.60, t = 5.72, 
p < .001.). Emotional value, however, was not related to customer well-being (B = 
0.14, t = 1.52, p > .1). Thus, H2a was not supported. 
6.1.3.3 Equivalence Across Religious Group 
Due to the nature of the theme park, one might suspect that the religious 
background of a person may moderate the relationships hypothesized. To test whether 
this is the case, a multigroup approach was engaged. 
The sample was divided into two groups according to the religion the 
respondents' answer to the question that ask: "Please specify your religion." People 
who reported their religion as Christian or Catholic were put into the religious group. 
Those who indicated that they had no religion or non-Christian or non-Catholic 
religions were put into the non-religious group for the purpose of this study. There 
were 60 and 88 cases in the two groups, respectively. 
The structural and measurement models were first freely estimated and then 
constrained to be invariant across groups. Table 7c shows the results of the multi group 
comparison test which provided no evidence for significant difference across the two 
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groups of different religious background (all p's >.1). 
6.2 Study 5: Using Experiential Values to Predict Consumer Behavior and the 
Moderating Effect of Experience Context 
The previous study provided empirical support to the assertion that each of the 
two experiential value mediates the effects of the environment on customer response, 
namely customer satisfaction. The objective of this study is to examine if experiential 
value obtained by consumer would have an impact on another important consumer 
behavior- consumer loyalty. 
Creating and managing consumer experience has become one of the central 
objectives for companies (Verhoef et al 2009). Practitioner-oriented publications have 
advocated that some companies or brands (i.e. Starbucks) achieved business successes 
because of the distinctive consumption experience they delivered to consumers 
(Michelli 2007). A recent IBM report claimed that customer experience is essential to 
building loyalty to its brands, channels and services (Badgett, Boyce, and Kleinberger 
2007). Theoretically, how does experiential value influence loyalty-related behaviors? 
6.2.1 Experiential Values, Consumer Trust and Loyalty 
Consumer loyalty is defined as "an intention to perform a diverse set of 
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behaviors that signal a motivation to maintain a relationship with the focal firm, 
including ... , engaging in positive word of mouth (WOM) and repeat purchasing" 
(Zeithaml, Berry, and Parasuraman 1996). It is viewed as an outcome of trust, which 
is integral to building long-term, committed relationships (Berry 1996; Sin et al 2005). 
Trust is conceptualized as "existing when one party has confidence in an exchange 
partner's reliability and integrity" (Morgan and Hunt 1994). It is an essential 
component in relationship marketing at a business-to business level which can lead to 
commitment and reciprocity (Sin et al 2005). Similarly, consumer trust is "the 
expectations held by the consumer that the service provider is dependable and can be 
relied on" (Sirdeshmukh, Singh, and Sabol 2002). The relationship between consumer 
trust and loyalty is because of reciprocity. Specifically, it is argued that when a 
consumer built trust with a company, the perceived risk associated with that company 
would be reduced. This would subsequently enhance consumer's prediction about the 
company's future performance (Mayer, Davis and Schoorman 1995; Morgan and 
Hunt 1994). Arguably, if experiential value can lead to consumer trust for the 
experience provider, then it would also result in consumer loyalty. 
Precursors of trust have been found to be both affective and cognitive (Johnson 
and Grayson 2005). Affective trust is grounded in reciprocated interpersonal care and 
concern or emotional bonds (McAllister 1995). Following this logic, emotional value, 
which is an outcome of the individual's emotive interaction with the environment, 
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would be associated with affective, relational bonding, and would in turn influence 
trust. Cognitive trust, on the contrary, is grounded in a person's belief in the other 
party's reliability, dependability and competency (McAllister 1995). In fact, 
meaningful and timely information sharing has been found to foster cognitive trust 
(Anderson and Narus 1990; Etgar 1979). Since obtaining novel information is an 
integral part of the inducing intellectual value from an experience, intellectual value 
would also lead to consumer trust for the experience provider. 
Therefore, the following hypotheses are proposed: 
H3: a) Emotional value and b) intellectual value are positively related to 
consumer loyalty intention. 
H4: The relationships specified in H3 are mediated by consumer trust. 
6.2.2 The Moderating Effect of Shopping Context 
In different experience contexts, one type of trust may predominate over the 
other through management policy and practice or image of the experience provider. 
Note that the argument here is not that only one type of trust would exist in one 
experience context. It is possible that the two co-exist, but one may be more 
prominent due to the aforementioned factors that generally define the experience 
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provider. To illustrate, past studies showed that operational competence (i.e. a 
cognitive appraisal) and operational benevolence (i.e. an affective appraisal) have 
unique and differential impact on trust in a company (Sirdeshmukh, Singh and Sabol 
2002). Applying this to the current research, what defines the practice or image of an 
experience provider would determine the source of trust. In other words, the 
experience context would moderate the influence of experiential value on trust. 
Arguably, a small, local shopping experience provider would be characterized by 
more interpersonal, relational operations, which would facilitate emotional bonding 
with customers. As a result, its source of trust would be from the emotional value 
people obtained from the encounter. On the contrary, a large, branded shopping 
experience provider may have stricter management protocols which systematize the 
experience for all customers, which hinder emotional bonding. But the 
well-established structure and financial strength of a large, branded provider supports 
the exchange of information. For example, this kind of provider might have the 
financial strength to bring in a wider range of or renew its stock of product at a 
regular basis, or to host events or hire experts to convey novel information to 
shoppers, all of which contribute to the formation of intellectual value. As a result, the 
hypothesis is as follow: 
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HS: The specified relationship in H4 is moderated by type of shopping 
context. In particular, a) for large, branded shopping context, 
the influence of intellectual value on behavioral intention is mediated by 
consumer trust, and b) for small, local shopping context, the influence of 
emotional value on behavioral intention is mediated by consumer trust. 
6.2.3 Method 
Data collection took place in a large city in China- Tianjin. A group of trained 
undergraduate student at a local university approached potential respondents at the 
exit of a few major shopping malls or district in the city. The data collection lasted for 
ten days. A total of 309 respondents agreed to respond to the questionnaire. Among 
them, 40 respondents reneged during the process and they were removed from the 
study. As a result, 269 completed questionnaires were received and kept for further 
analysis. Each participant rated the extent to which the items described the 
experiential value he or she obtained from shopping at the shopping mall or district he 
or she just visited, his or her satisfaction and trust for the shops in general. 
6.2.3 .I Dependent Measures 
The experiential scale included the 9-item emotional value (r = .92) and 7-item 
intellectual value (r = .82) scales used in Study 3. Consumer trust (r =.82) was 
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measured with three items adopted from Sirdeshmukh, Singh and Sabol (2002), and 
loyalty intention (r =.82) was measured by five items adopted from Kim and Moon 
(re-purchase intention, 2009) and Brown et al (positive word of mouth, 2005) (see 
Table 8a for a list of the items used). All items were rated on six-point scale ranging 
from "1 =Strongly Disagree" to "6 =Strongly Agree." 
6.2.4 Results and Discussion 
6.2.4.1 Discriminant Validity ofConstructs 
Before the structural equation model analysis is conducted, the discriminant 
validity among constructs was first assessed. As in previous studies, it was done by 
comparing the proportion of variance extracted in each construct with the square of 
the correlation estimates representing its correlation with other factors. If the 
proportion of variance extracted in each construct is larger than the square of the 
correlation estimates with each of the other factors, then disciminant validity is 
evident. As it is shown in Table 8b, the pair of scale with the highest correlation was 
emotional value and loyalty intention (f)= 0.61, ifJ2 = 0.37). The proportion ofvariance 
extracted from emotional value (0.57) and loyalty intention (0.53) are both higher 
than the correlation estimates between them, which signifies discriminant validity. 
Incidentally, all other constructs have discriminate validity (see Table 8b ). 
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6.2.4.2 Overall Model Results 
Next, the hypothesized relationships in the model were tested simultaneously 
with a structural equation model using Lisrel 8.71. The estimated model (see Figure 3) 
fits the data reasonably well: CFI = .98, NFI = .98, IFI = 0.98, GFI = 0.88, RMSEA 
= .06, with iC238) = 457.49, p = 0.00, and the ratio between chi-square and the 
number of degrees of freedom is 1.92. Path coefficients in the model are significant 
(p's < .05). As predicted in H3a and H3b, both emotional (B = 0.26, t = 2.74, p < .001) 
and intellectual values (B = 0.21, t = 2.09, p < .05) have positive impact on consumer 
trust. As proposed in H4, the influence of intellectual value on loyalty intention is 
fully mediated by consumer trust (direct influence of intellectual value on loyalty is 
not significant, B = 0.1 0, t = 1.18, p > .1 ). The impact of emotional value on loyalty, 
however, is only partially mediated by consumer trust (direct influence of emotional 
value on loyalty is still significant, B = 0.40, t = 5.87, p < .001 ). 
6.2.4.3 Moderation Model Results 
To test whether or not there is a moderating effect of shopping context on the 
relationship between experiential value and trust, a multigroup approach was engaged. 
Specifically, the sample was divided into two groups according to the type of 
shopping context which the respondents have visited. The two types of shopping 
context are as follows: large, branded shopping context (i.e. Parkson, Walmart) and 
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small, local shopping context (i.e. street markets, local shopping arcade). There were 
113 and 151 cases in the two groups, respectively. 
The objective of multi group simultaneous path analysis is to determine whether 
the path coefficients for the relationship between emotional value and trust and 
intellectual value and trust where equal across shopping contexts. The paths from 
emotional value and intellectual value to trust were first freely estimated and then 
constrained to be invariant across groups. Results of a multigroup comparison test 
(see Figure 3a and 3b) showed that whereas trust was positively related to intellectual 
value in the branded shopping context group (B = 0.47, t = 2.99,p < .001), trust was 
positively related to emotional value in the local shopping district (B = 0.29, t = 2.27, 
p < .05). The result of;(- difference comparison provided evidence that there is a 
significant difference between the type of shopping context et difference= 6.67, L1df 
= 2, p < .05, see Table 8c ). Therefore, H5, which proposed that the type of shopping 




GENERAL DISCUSSION AND MANAGERIAL IMPLICATION 
This study described the development of a two-dimensional scale of experiential 
value. The scale recognizes that consumer experiential value manifests both emotion-
and cognition-related consequences of an individual's interaction with the 
environment which constitute the consumer experience. The consumer is portrayed as 
both emotional and intellectual when pursuing experience related to consumption. 
The conceptualization and the empirical findings provide support to the contention 
that not all consumer experience is directed toward emotional satisfaction. Evidently, 
experience that yield intellectual value is equally important. 
Initial scale items were developed through a literature review and focus group. 
The purification process identified 16 items best representing distinct emotional (9 
items) and intellectual (7 items) experiential value dimensions. These factors 
exhibited reliability and construct validity across differing samples and two important 
consumption activities. Confirmatory factor analysis demonstrates the stability of the 
factor solution across samples. In addition, the nomological validity of emotional and 
intellectual experiential value is supported by its relationship with a number of 
theoretically related antecedents (i.e. park performance), behavioral intention 
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measures (i.e. consumer trust), and situational factors (i.e. experience context). 
7.1 Theoretical Contribution 
This study provided a conceptual understanding of the nature and structure of 
experiential value which were left untapped by past literature, albeit the ever 
increasing importance of consumer experience in consumption. The phenomenon of 
consumer experience or experiential consumption has mostly been examined 
qualitatively in past literature (with the exception of Amould and Price 1993). This 
study contributed to existing literature by providing empirical evidence to substantiate 
this line of qualitative work. Precisely, this study developed a measure for experiential 
value, which would enhance our understanding about consumers' motivation and 
intention to engage in consumption due to the value obtained from the experience. A 
literature review revealed that there were no comprehensive measures to capture both 
the emotive and cognitive dimensions of experiential value. This is one of the first 
studies to propose a comprehensive model which take into account the two 
dimensions of experiential value, namely emotional and intellectual value. 
To the best of our knowledge, this is the first study which provided a 
measurement scale for subjective experiential value in the shopping or theme park 
contexts, and included both emotional and intellectual value in assessing customer's 
evaluation of consumer experience. The lack of attention for consumer's intellectual 
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value signified a research gap. The intellectual perspective of experience is an 
inherent and essential motivation for personal growth which is an integral part of 
human behavior in general. As our society becomes more and more cultivated, we 
have reasons to believe that intellectual value in consumption will play an 
increasingly prominent role. In this regard, the development of a scale to measure this 
aspect of consumer experience contribute significantly to the understanding of 
consumers' experience, as well as the area of experiential marketing. The importance 
of emotional value, of course, can not be discounted in such kind of consumption. 
Indeed, this study suggested and provided evidence to support the importance to 
include both the emotional and intellectual factors in the conceptual model will yield 
useful insight as to the what, why and how with respect to consumers' experiential 
purchase decisions, evaluations, and satisfaction either with the self and with the 
company. 
Another contribution of the current study is that it followed rigorous 
psychometric process in developing reliable and valid scales to capture both 
dimensions of experiential value. With these scales, study 6 showed that experiential 
value influence consumer trust positively. More importantly, each of the two 
dimensions, emotional and intellectual, have differential impacts on trust. 
Furthermore, different experience contexts would determine the kind of value that 
contributed to consumer trust. Likewise, study 5 captured the dynamic of how the 
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environment influence the internal, subject value obtained by an individual, and in 
turn affect satisfaction. It is worth noting that intellectual value, as it is shown in study 
5, would enhance consumer's subjective well-being. The concept of subjective 
well-being has been studied vastly in psychology literature. Its significance in 
consumer behavior has also been recognized by marketing scholars (Burroughs and 
Rindfleisch 2002; Suranyi-Unger 1981 ). The recent advocacy by respectable 
marketing scholars to conduct transformative consumer research (Mick 2006), those 
that can enhance the welfare of beings involved in or affected by trends and practices 
in consumer behavior, also marked the importance of consumer's well-being. In this 
connection, the current study provided a way for consumer to engage in activities that 
would increase their sense of well-being. For companies, it identified that both 
emotional and intellectual aspects are routes to creating a successful and valuable 
consumer experience. Most importantly, creating intellectual value for consumer may 
lead to a sense of personal well-being for the consumer. 
7.2 Managerial Implication 
Measurement scales for the two distinctive dimensions -emotional and 
intellectual values- do not only contribute to future researches which intend to 
examine experience in consumption; they can also be useful for businesses to assess 
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how consumers perceive their experience with a particular company or consumption 
instance. As we have mentioned at the outset, value creation is the key successful 
factor for companies (Sweeney and Sou tar 2001 ). Experiential value is one way for 
companies to add value to their goods and services in order to outperform competitors, 
on top of what they can achieve with product and service differentiation. The current 
study provided valuable managerial implication for companies to better cater for 
consumer's ever growing demand for experiential gain in consumption. 
Another important managerial implication of the current study is that it 
showed that experiential value has two dimensions, each of which has differential 
impacts on important company performance indicators, such as customer satisfaction, 
consumer trust, and loyalty intention. As is it revealed in Study 5, both emotional and 
intellectual value can increase consumer trust for the company, which would in turn 
have a positive impact on loyalty intention, such as positive word-of-mouth and 
re-visit intention. More importantly, it showed that different types of experience may 
rely on different value to increase trust. For instance, branded companies may 
increase consumer trust by enhancing intellectual value through their corporate image 
and management practice. With this kind of company, consumer trust is derived from 
the ability of the company to disseminate to them information that expand their 
knowledge, such as including a large variety of product selection, frequent renewal of 
product selection, hosting events for information exchange, etc. Note that the 
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information does not need to be functional in the sense that the consumer would 
actually be putting them to practice or actual use. The flow of information simply 
made consumer feel that they are intellectually stimulated, and this cognition would 
affect the perceived competence and reliability of the firm. On the contrary, 
companies that are smaller, locally-owned may foster the culture of relational, 
emotional bonding. As such, emotional value is more influential in instilling trust for 
the company by consumer. As a result, managing the emotional consequences of 
consumer would be more effective to increase loyalty for such small-scale companies. 
A third implication for managers is that the current study showed that when 
the company creates an experience, they should not only pay attention to the things 
that they can manage, such as the facilities or employees. It is more important to 
assess if these manageable assets are in fact creating value for consumers. As it is 
shown in Study 4, while the hard assets (i.e. park attributes) have a positive influence 
on experiential value, the soft assets (i.e. staff) do not seem to be affecting such value. 
Of course, these results are not hypothesized a prior and they can not be taken at face 
value. The non-significant impact of staff on experiential value may be caused by the 
fact that the theme park chosen was a brand new park. Perhaps its staff were not yet 
performing to their fullest, thus their impact on consumer experience is not realized. 
Results of this study, however, do suggest that the experiential scales developed in 
this study are good tools for companies to assess performance of their assets in terms 
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of their ability to cause desirable and valuable experience for their consumer. 
Besides that, results showed that while emotional value have a positive 
influence on customer satisfaction, intellectual value seems to have a positive 
influence on the consumer's subjective well-being. Marketing research that examine 
well-being usually focus on the relationship between materialism and well-being. In 
general, these studies seem to suggest that materialism would harbor long-term 
negative consequences for both the society and the individual (Burroughs and 
Rindfleisch 2002; Lichtenberg 1996). Moreover, recent studies found that people are 
happier with their experiential purchases than material ones (Nicolao, Irwin and 
Goodman 2009; Van Boven and Gilovich 2003). Apparently, consumer experience is 
not only an important differentiation tool for companies, it also contribute to the 
welfare of consumer and the society. 
7.3 Limitations and Future Research 
The current research has a number of limitations. Although the experiential scale 
exhibited construct and nomological validity, more work remains to refine our 
understanding of emotional and intellectual value. First of all, even though findings 
are robust across populations and contexts, it is only a cross-sectional study. All 
studies were done within six months time. As such, one may question the robustness 
and applicability of the scales and models over time. Future research may be 
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conducted at different period of time or a longitudinal study may be carried out to 
provide even stronger evidence for the scales established and models proposed. 
Moreover, the current study showed that the emotional and intellectual value scales 
predict more of customer satisfaction (refer to study 3) when the internal aspects of 
the experiential value scale by Mathwick and colleagues (200 1) were accounted for. 
Nevertheless, the external aspects of value that are associated with consumption, such 
as functional value or social value have not been included. Again, the effectiveness of 
the experiential value scales developed by the current study will be better manifested 
when all internal and external values associated with consumption are examined 
altogether. 
Secondly, the data from this study were all collected from a Chinese population, 
namely from Hong Kong and Mainland China. Could there be a cultural difference of 
how people perceive experiential value? Or how these value influence other consumer 
behavior? These questions await future studies to provide answers. 
Thirdly, the current study focused on two of the most popular experience-related 
consumption contexts, namely shopping mall and theme park. The generalizability of 
the experiential scale to other contexts, such as dining, online shopping, museum and 
exhibition, advertising, and airline, can enhance its validity. Research (Ariely and 
Zauberman 2003) has shown that the extended experiences can take on different 
patterns, such as increasing in intensity or adaptation. These patterns can affect how 
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experiences are evaluated. As such, it may be interesting to explore on how the two 
experiential value dimensions contribute to the overall enjoyment of the experience at 
different phrases of the extended experience. Related to this point is the fact that all 
data in the current study were collected in a retrospective manner. Future research 
should investigate whether retrospective experiences are different from dynamic, 
spontaneous experiences. 
It is also worth noting that because of the lack of knowledge as to how consumer 
well-being is related to company-related concepts such as corporate image or 
consumer loyalty has remained unclear, the implication drawn from the findings that 
intellectual value enhance subject well-being has to be taken as an end itself. This 
study, however, open a new perspective for researcher to examine if subject 
well-being of consumer would have any impact on the company in any way. 
Finally, the current study proposed that there are two dimensions in experiential 
value. The conceptualization of these two dimensions was constructed on the basis of 
some rigorous procedure in developing reliable psychometric measurement scales. 
Nevertheless, some literature suggested that there are possibilities that dimensions 
other than emotional and intellectual may exist in some experience-related 
consumption. For examples, Schmitt (1999) in executing experiential marketing 
strategy, marketers may alter five consumer experiences with the company (i .e. 
product, service, brand, etc.), namely sense, feel , think, act, and relate. In a recent 
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study, Brakus, Schmitt, and Zarantonello (2009) proposed that there were three 
dimensions (i.e. sensory/affective, behavioral, and intellectual) of the construct called 
brand experience. These research hinted that there may be other dimensions like 
sensory or behavioral in experience-related consumption. 
Moreover, some researcher suggested that some consumption experience may be 
considered as sacred by consumers during some experiential rich consumption 
activities (religious theme park in O'Guinn and Belk 1989; traditional shopping 
arcade in Maclaran and Brown 2005). These studies implied the existence of some 
sort of spiritual value in specific contexts. Arguably, some brands, like 
Harley-Davidson, have successfully created spiritual benefits for their consumer. 
Spiritual value, if it is a type of experiential value, seems to be one that can lead to 
strong consumer-company association. 
Taken together, even though the experiential value scale developed here seemed 
to be meaningful and important with respect to the environment and in predicting 
consumer behaviors, future research may explore on other possible dimensions of 
experiential value to further enhance its effectiveness in assessing the construct and 
































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Study 1: List of Initial Scale Items Generated and Their Origins 
Adopted from Construct (No. of Items) Item 
Emotional Value (34) 
Chen (2009) 
Havlena & Holbrook 
( I986) 




Mathwick, Malhotra & Entertainment Value ( 1) 
Rigdon (200 I) 
Shoham, Rose & Kahle Thrill (2): 
(1998) 




Emotional Value (3 ): 
(2) 
I was inspired to relax 
I was unhappy 
I was happy 
I was melancholic 
I was contented 
I was annoyed 
I was pleased 
I was unsatisfied 
I was satisfied 
I was sluggish 
I was frenzied 
I was calm 
I was excited 
I was relaxed 
I was stimulated 
I was unaroused 
I was aroused 
I was controlled 
I was controlling 
I was guided 
I was autonomous 
I was influenced 
I was influential 
I was submissive 
I was dominant 
I was entertained 
I was thrilled . 
I was not thrilled (R) 
I felt adventurous 
I felt relaxed 
I felt good 
I felt pleasure 
I felt delighted 
I felt joy 
79 
80 
Table 1 (continued) 
Study 1: List of Initial Scale Items and Their Origins 
Adopted from Construct (No. of Items) Item 
Intellectual Value (31) 
Amould & Price ( 1993) Personal Growth and 
Renewal ( 6): 
Chen (2009) 
Novak, Hoffman, & 
Yung (2000) 
Access Value (3): 
Possession Values (I) 
Challenge (4): 
I had a sense of adventure 
I was personally challenged 
I had an adrenalin rush 
I learned new things 
I mastered new skills 
I tested my limits 
I was inspired to imagine 
My ideas were changed 
My mind was opened 
I preserved something important 
I was challenged 
I was challenged to perform to the best of 
my ability 
I was tested of my skills 
My capabilities were stretched to my limits 
Exploratory Behavior (1 ): I enjoyed the unfamiliarity 
Shoham, Rose & Kahle Curiosity-Arousal (3): 
(1998) 
Unger & Keman (1983) Mastery (4): 
Arousal (3): 
Focus Group (6) 
I knew more 
I found out how I felt after I participated 
I was interested 
I felt like I was conquering the world 
I had a sense of risk 
I felt like a real champion 
I felt that I have been thoroughly tested 
My sense of curiosity was satisfied 
I had novel experiences 
I felt like I was exploring new worlds 
I observed something new 
I obtained some important information 
I obtained some interesting information 
I saw something new 
I tried something new 
I widened my knowledge 
Table 2 
Study 2: Items Retained for Exploratory Factor Analysis 
Emotional Value (27) 
I felt adventurous 
I felt delighted 
I felt good 
I felt joy 
I felt pleasure 
I felt relaxed 
I had a sense of adventure 
I had an adrenalin rush 
I was annoyed 
I was aroused 
I was calm 
I was contented 
I was entertained 
I was excited 
I was frenzied 
I was happy 
I was inspired to relax 
I was melancholic 
I was not aroused 
I was not thrilled 
I was pleased 
I was relaxed 
I was satisfied 
I was stimulated 
I was thrilled 
I was unhappy 
I was unsatisfied 
Construct (No. of items) 
Intellectual Value (17) 
I felt like I was exploring new worlds 
I had novel experiences 
I knew more 
I learned new things 
I mastered new skills 
I observed something new 
I obtained important information 
I obtained interesting information 
I preserved something important 
I saw something new 
I was inspired to imagine 
I was tested of my skills 
I widened my knowledge 
My capabilities were stretched to my limits 
My ideas were changed 
My mind was opened 




Study 2: Initial Exploratory Factor Analysis I (Varimax Rotation) 
Total Variance Explained 
Initial Extraction Sums of Squared Rotation Sums of Squared 
Com~onent Eigenvalues Loadings Loadings 
0/o of Cumulative 0/o of Cumulative 0/o of Cumulative 
Total Variance 0/o Total Variance 0/o Total Variance 0/o 
1 14.96 33.99 33.99 14.96 33.99 33.99 8.62 19.59 19.59 
2 6.07 13.79 47.79 6.07 13.79 47.79 7.37 16.74 36.33 
3 3.55 8.06 55.84 3.55 8.06 55.84 4.92 11.18 47.51 
4 1.49 3.38 59.22 1.49 3.38 59.22 3.30 7.49 55.00 
5 1.16 2.63 61.85 1.16 2.63 61.85 2.41 5.48 60.48 
6 1.02 2.32 64.17 1.02 2.32 64.17 1.41 3.21 63.69 
7 1.01 2.30 66.47 1.01 2.30 66.47 1.22 2.78 66.47 
Extraction Method: Principal Component Analysis. 
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Table 3b: Study 2: Initial Exploratory Factor Analys is II (Varimax Rotation) 
Com~onent 
1 2 3 4 5 6 7 
I felt joy 0.85 
I was happy 0.81 
I felt relaxed 0.80 
I was pleased 0.79 
I felt good 0.78 
I felt pleasure 0.77 
I felt delighted 0.75 
I was contented 0.72 
I was satisfied 0.72 
I was inspired to relax 0.68 
I was entertained 0.64 
I was aroused 0.56 0.55 
I obtained interesting information 0.81 
I learned new things 0.80 
I widened my knowledge 0.79 
I knew more 0.78 
I saw something new 0.74 
I observed something new 0.74 
I obtained important information 0.72 
My sense of curiosity was satisfied 0.69 
My mind was opened 0.68 
I had novel experiences 0.68 
I felt like I was exploring new worlds 0.57 
I mastered new skills 0.55 
My ideas were changed 0.47 0.45 
I felt adventurous 0.79 
I had a sense of adventure 0.74 
My capabilities were stretched to my limits 0.73 
I was tested of my skills 0.69 
I was thrilled 0.54 0.52 
I was stimulated 0.46 
I was inspired to imagine 0.42 
I was not thrilled -0.67 
I was excited 0.47 0.64 
I had an adrenalin rush 0.62 
I was not aroused -0.44 -0.58 
I was frenzied 0.43 0.50 
I was melancholic 0.73 
I was unhappy 0.71 
I was annoyed -0.42 0.59 
I was unsatisfied -0.45 0.51 
I preserved something important 0.56 
I was calm 0.80 
Loadings > .40; Rotation converged in 8 iterations. 
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Table 3c 
Study 2: Initial Exploratory Factor Analysis Ill (Varimax Rotation) 
i. Rotated Component Matrix 
Com~onent 
1 2 3 4 5 6 7 
I felt joy 0.85 
I was happy 0.81 
I felt relaxed 0.80 
I was pleased 0.79 
I felt good 0.78 
I felt pleasure 0.77 
I felt delighted 0.75 
I was contented 0.72 
I was satisfied 0.72 
I obtained interesting information 0.81 
I learned new things 0.80 
I widened my knowledge 0.79 
I knew more 0.78 
I saw something new 0.74 
I observed something new 0.74 
I obtained important information 0.72 
I felt adventurous 0.79 
I had a sense of adventure 0.74 
My capabilities were stretched to 
my limits 0.73 
I was melancholic 0.73 
I was unhappy 0.71 
I was calm 0.80 
Loadings > .70; Rotation converged in 8 iterations. 
ii. Component Transformation Matrix 
Com:Qonent 1 2 3 4 5 6 7 
1 0.65 0.55 0.37 0.34 -0.12 0.10 -0.02 
2 -0.57 0.44 0.49 -0.06 0.44 0.18 0.09 
3 0.00 0.66 -0.56 -0.48 -0.11 -0.03 0.10 
4 0.41 -0.21 -0.13 -0.20 0.59 0.39 0.47 
5 0.09 -0.12 0.51 -0.55 -0.39 -0.23 0.46 
6 0.14 0.07 -0.01 0.05 0.48 -0.86 0.04 
7 0.23 -0.08 0.21 -0.55 0.20 0.08 -0.74 
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Table 4a 
Study 2: Confirmatory Factor Analysis: Two-Factor Model 
Construct Items Standardized Reliability Item R2 Correlation 
factor loadings (POVEI) Estimate~ 
(t-value) (~22 
Emotional 0.95 0.46* 
Value (0.21) 
I felt relaxed 0.69* 0.48 
I was contented 0.81 * 0.65 
I was happy 0.86* 0.74 
I felt joy 0.91 * 0.82 
I felt good 0.80* 0.64 
I was pleased 0.86* 0.73 
I felt pleasure 0.85* 0.72 
I was satisfied 0.81 * 0.66 
I felt delighted 0.83* 0.68 
(0.68) 
Intellectual 0.91 Same as 
Value above 
I observed something new 0.70* 0.49 
I widened my knowledge 0.80* 0.63 
I obtained important 0.71 * 0.50 
information 
I learned new things 0.83* 0.69 
I saw something new 0.71 * 0.57 
I knew more 0.84* 0.71 
I obtained interesting 0.80* 0.64 
information 
(0.60) 
*p < .001 Note: All coefficient values are standardized. 
Table 4b 
Model Fit Indices for a 2-factor Model 
Index Index 
i 403.43 (df= 103) NFI 0.96 ildf 3.92 CFI 0.97 
RMSEA 0.09 IFI 0.97 
SRMR 0.05 
Table 4c 
Confirmatory Factor Analysis Model Fit Comparisons 
Model Chi-Square d. f. Ai. M[, p-value 
Null 11397.8 120 
One-factor 1557.94 104 9839.86a, 16,p < .001 
Two-factor 403.43 103 1154.5lb, 1, p < .001 
a null versus one-factor model; 6one-factor model versus two-factor model 
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Table 5a 
Study 2: Correlations of Factor Scores with Behavioral Measures 
Satisfaction WOM Repurchase 
Intention 
Emotional Value 0.65** 0.48** 0.42** 
Intellectual Value 0.40** 0.31 ** 0.36** 
**p < .01 
Table 5b 
Study 2: Items Used for the Behavioral Measures 
Items Cronbach's 
Alpha 
Satisfaction I. I am satisfied with the company 0.84 
2. I am satisfied with the experience 
3. I would say that it was an excellent shopping experience 
WOM I. I would recommend this shopping mall to other people 0.91 
(Brown et al 2. I would talk favorably about this shopping mall to 
2005) others 
3. I would tell family and friends to go to this shopping 
mall 
Re-vist I. I would re-visit this shopping mall in the near future 0.66 
Intention 2. I have a strong intention to bring family and friends to 
(Kim & Moon visit this shopping mall again 
2009) 3. This shopping mall would be my first choice over other 
shopping malls 
Table 6a 
Study 3: List of Items for Experiential Value and EVS 
Emotional Value 1: I was happy 
Emotional Value 2: I felt good 
Emotional Value 3: I felt joy 
Emotional Value 4: I was pleased 
Emotional Value 5: I felt delighted 
Emotional Value 6: I was satisfied 
Emotional Value 7: I felt relaxed 
Emotional Value 8: I was contented 
Emotional Value 9: I felt pleasure 
Intellectual Value 1: I observed something new 
Intellectual Value 2: I obtained some interesting information 
Intellectual Value 3: I knew more 
Intellectual Value 4: I widened my knowledge 
Intellectual Value 5: I obtained some important information 
Intellectual Value 6: I learned new things 
Intellectual Value 7: I saw something new 
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Entertainment Value 1: This shopping mall was not just for shops to sell products- it entertained 
me 
Entertainment Value 2: I think this shopping experience was very entertaining 
Visual Value 1: The decor/display of this shopping mall was attractive 
Visual Value 2: This shopping mall was aesthetically appealing 
Intrinsic Value 1: I shopped at this shopping mall for the pure enjoyment of it 
Intrinsic Value 2: I enjoyed shopping at this shopping mall for its own sake, not just for the items I 
may have purchased 
Escape Value 1: I got so involved at this shopping mall that I forgot everything else 
Escape Value 2: Shopping at this shopping mall made me feel like I was in another world 
Escape Value 3: Shopping at this shopping mall "got me away from it all" 
Efficiency Value I: Shopping at this shopping mall was an efficient way to manage my time 
Efficiency Value 2: Shopping at this shopping mall fitted my schedule 
Efficiency Value 3: Shopping at this shopping mall made my life easier 
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Table 6b 
Study 3: Exploratory Factor Analysis (Varimax Rotation) 
Component 
1 2 
I was happy 0.89 0.19 
I felt good 0.88 0.20 
I felt joy 0.86 0.19 
I was pleased 0.81 0.25 
I felt delighted 0.84 0.18 
I was satisfied 0.74 0.26 
I fe It re I axed 0.74 0.25 
I was contented 0.71 0.38 
I felt pleasure 0.70 0.22 
I observed something new 0.21 0.85 
I obtained some interesting information 0.23 0.81 
I knew more 0.30 0.81 
I widened my knowledge 0.20 0.81 
I obtained some important information 0.13 0.80 
I learned new things 0.25 0.77 
I saw something new 0.30 0.71 
Notes: Bold values indicate the factor on which each item predominantly loads. 
Table 6c 
Study 3: Disciminant Validity of Experiential Values and the EVS 
Correlation Estimates «!» 
2 
Construct 1 2 3 4 5 6 
I . Emotional Value 1.00 
2. Intellectual Value 0.56** 1.00 
(0.31) 
3. Visual Value 0.57** 0.53** 1.00 
(0.32) (0.28) 
4. Entertainment Value 0.69** 0.61 ** 0.77** 1.00 
(0.48) (0.37) (0.59) 
5. Escape Value 0.49** 0.50** 0.53** 0.55** 1.00 
(0.24) (0.25) (0.28) (0.30) 
6. Intrinsic Value 0.54** 0.50** 0.61** 0.76** 0.81 ** 1.00 
(0.29) (0.25) (0.37) (0.58) (0.66) 
7. Efficiency Value 0.36** 0.29* 0.24* 0.31 * 0.41** 0.20ns 
(0.13) (0.08) (0.06) (0.10) (0.17) (0.04) 
Table 6d 
Study 3: Comparison of the Two Experiential Value Scales 
Modell 
EVS (Mathwick, Malhotra & Rigdon 2001) 
Model2 
Experiential Value (current study) 
Model 3: Hierarchical Regression Analysis 
Step 1 - EVS (Mathwick, Malhotra & Rigdon 2001 ) 
























(1-2, Kim & Moon 2009; 3-4 
were developed to measure the 
perception on attractions for the 
purpose of this study) 
Staff Performance 
(modeled after Baker et al 2002) 
Customer Satisfaction 
(1-2, Oliver & Bearden 
1985; 3, added for the purpose 
ofthis study) 
Customer Well-Being 
(1-2, Arnould & Price 1993; 3 
was added for the purpose of 
this study; 4-6, Seldon et al 
2001) 
Item 
1. The buildings/decor of the park were 
attractive 
2. The park had appropriate music in 
keeping with its atmosphere 
3. The attractions/activities in the park 
were interactive 
4. The attractions in the park had variety 
1. The staff in the park were friendly 
2. The staff in the park were knowledgeable 
3. The staff in the park were professional 
1. I was satisfied with my experience at park. 
2. I would say that it was an excellent 
experience 
3. I think this experience was 
money-well-spent 
1. I got a new perspective on life/myself 
2. I rediscovered what really matters 
3. I had a sense of self-growth 
4. I found that I had many positive qualities 
5. I found that I am quite satisfied with 
who I am 











1. Park Performance 
2. Staff Performance 
3. Emotional Value 





**p < .001 
Table 7b 
Study 4: Disciminant Validity of Constructs 
Correlation Estimates ' 
(cJ»2) 




0.75** 0.42** 1.00 
(0.56) (0.18) 
0.76** 0.39** 0.82** 
(0.58) (0.15) (0.67) 
0.68** 0.28** 0.63** 
(0.46) (0.08) (0.40) 
0.80** 0.49** 0.88** 




















Study 4: Testing for Equality Across Religious Groups 
Results of a Multi group Comparison Test 
i<dD i difference 
Model 0 (Free all paths) 151 7. 18 (923) 
Model 1 (Constrain all Betas) 1525.30 (933) 8.12 
Model2 (Constrain all Betas and 1541.36 (959) 24.18 
Lambdas) 




10 p> .1 
36 p> .1 
47 p > .1 
Table 8a 





(Sirdeshmukh, Singh & Sabot 
2002) 
Loyalty Intention 
( 1-3, Kim & Moon 2009; 4-5, 
Brown et al 2005) 
Item 
I. The shopping facility was competent 
2. The shopping facility was of integrity 
3. The shopping facility was responsive to 
customers 
4. I would feel confident to purchase from this 
shopping facility 
1. I would like to re-visit this shopping facility 
in the near future. 
2. I would like to bring my family and friends 
to this shopping facility. 
3. This shopping facility would be my first 
choice over others. 
4. I would recommend this shopping facility to 
others. 
5. I would tell my family and friends to go to 
this shopping facility. 
Table 8b 
Study 5: Disciminant Validity of Constructs 













1. Emotional Value 1.00 0.57 
2. Intellectual Value 0.56** 1.00 0.40 
(0.31) 
3. Consumer Trust 0.36** 0.36** 1.00 0.58 
(0.13) (0.13) 
4. Loyalty Intention 0.61 ** 0.51 ** 0.56** 1.00 0.53 
(0.37) (0.26) (0.31) 
**p < .001 
Table 8c 
Study 5: The Moderating Effects of Type of Shopping Context 
Results of a Multigroup Comparison Test 
i<dD i difference Ad{ 
Model 0 (free all paths) 965.63 (521) 
Model 1 (constrain paths from 972.30 (523) 6.67 2 
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Figure 2 
Study 4: Structural Model Results 
0.50 (2 .23)* 
0.14 ( l.52)ns 
0.60 (5.72)** 
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0.06 (0 .94)ns 
Note: Parameter estimates are standardized, t-values of the estimates are in parentheses. 
*p < .05 
**p < .001 
ns Not Significant 
Model Fit Indices 
Index 
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0.40 (4.75)** 
0.40 (5 .87)** 
0.21 (2.09)* 
Note: Parameter estimates are standardized, t-values of the estimates are in parentheses. 
*p < .05 
**p < .001 
ns Not Significant 
Model Fit Indices 
Index 










Figure 3a and 3b 
Study 5: The Moderating Effects of Type of Shopping Context 
3a: Type of Shopping Context: Branded Context 
0.43 (3.40)** 
0.47 (2.99)* 
0.02 (0.14 )ns 
3b: Type of Shopping Context: Local Context 
0.34 (3.06)* 
0.36 ( 4.16)** 
0.03 (0.19)ns 
0.23 (2.00)* 
*p < .05, **p < .001 
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